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RE-ALIGNMENT OF DISTRICTS WATCH Lavout 
BRINGS SHIFT OF MAN-POWER 


—BY STAFF CORRESPONDENT— 


“ATLANTIC CITY, N. J.—Dec. 4—At an intensive two day 
conference held in the Hotel Ambassador here, members of the 


Wh 


‘managerial man power. 
__ Under the direction of Presi- 
“dent Sam Katz and David J. 
Chatkin, General Director of 
* Theatre Management, the meet- 
ings covered complete discus- 
“sions of practically every pos- 
_ sible problem and situation that 
“is likely to face Publix during 
the next twelve months, and pos- 
,. Sibly during the next few years. 


_ At this meeting, Mr. Katz an- 
nounced that because of splendid 
results accomplished, the tem- 
porary appointment of Mr. Chat- 
kin announced several months 
ago, would be made permanent. 


, , Im view of the constantly chang- 
_ing nature of the business as the 
~ result of the perfection of talking 

pictures, with the countless new 
-,, and complicated problems peculiar 
, to each locality, the need for inten- 
sive application tosmall territories 
formed the principal objective. To 
cover this point, managerial man 
power was re-allocated so that the 
large number of theatres under 
‘the Publix banner would find 
closer supervision in every case, as 
_ well as receive the maximum bene- 
fits possible thru co-operation with 
the managements of adjacent Pub- 
lix manpower. . 


_ Under the supervision of Mr. 
Chatkin, Milton Feld was selected 
_as chief of Division “A” and Louis 
|! Sehneider as chief of Division 
'“B.” Hach division appertains to 
a operations entirely controlled by 
Publix, as well as contact with 
‘partnership organizations. Instead 
the divisions separating thea- 
‘tres in the same city as in the 
past, the divisions: now are purely 
_territorial. 


Mr. Field and Mr. Schneider will 
maintain their headquarters in New 
York, and will contact their. district 
leaders who will have complete au- 

rity im each city. Im the past, 
certain district managers controll- 
ed only one type of theatres, while 
others were concerned with different 
,, Theatres, even though all were Pub- 
“ lix operations, Now all theatres in 
a town will fall under the manage- 
ment of one district manager. 


_ Following the meetings at Atian- 
tie City, the entire group returned 
‘to New York for two days of group 
mm #8 to discuss special topics. 


- OPPORTUNITY FOR 
ALL IN PUBLIX 


7 —BY STARF CORRESPONDENT— 


ATLANTIC CITY, N. J., Dec. 3— 
“By our work as an organization, 
we have progressed to the point 
ai where we have earned the right to 
", Gnancial support for further devel- 
‘ opment and expansion. In the im- 
mediate future, Publix will have 
available the opportunity to operate 
an ad number of new thea- 
it bee sclared President Sam Katz, 
;, at the convention of Publix execu- 
“ tives here today. 


Mr. Katz indicated that the intelli- 
gertt effort of Publix showmen in 
the p ee years of its existence 
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-know you understand and can 


1 Publix home office Executive Cabinet, Division and District mana- 
gers, met to adopt plans for widespread re-allocation of Publix 


CHATKIN TELLS 
OF HIS PLANS 
FOR PUBLIX 


In a speech before the Publix 
executives convention at Atlantic 
City that promised ‘‘a sound busi- 
ness administration’’ to assure sat- 
isfaction for all in subordinate 
positions as well as to those to; 
whom he is responsible, David J. 
Chatkin, newly appointed general 
director of theatre management 
for Publix theatres, revealed him- 
self as the big personality Mr. 
Katz sought when he made the ap- 
pointment. 


“I first want to repeat what I 
said to Mr. Katz when he honored 
me with this responsibility,’’ Mr. 
Chatkin began. “I said then that 
what I don’t know about theatre 
operation is a great deal more 
than what I do know. I expect to 
learn it with your help. 


“TIn the few months that I have 
been in charge, I have endeavored 
to give you a sound business ad- 
ministration, leaving in your 
hands the showmanship that I 


prove, if given the chance. You 
will get the chance without inter- 
ference from me, as long as you 
stay within the bounds of business 
requirements. You have given me 
such complete and loyal support, 
that you have touched me deeply, 
and I am grateful. 


“T feel that in breaking down 
the dividing barriers and thus 
giving us a chance to utilize all of 
the Publix mentality in each city 
for the benefit of all local prob- 
lems, instead of keeping each the- 
atre aloof unto itself, we have 
made an important step forward. 
Instead of having a number of 
competitive Publix theatres in 
each city, we now have a spirit of 
partnership among all theatres. It 
makes for humanness, understand- 
ing and tolerance of each other’s 
problems. And that spells prog- 
ress for all of you—-which is fhe 
only way I can succeed in my job.” 


Mr. Chatkin read a telegram 
from Sam Dembow, Jr., who is in 
California, re-organizing the Pub- 
lix west coast operations with Her- 
man Wobber and Ralph Crabill. 
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has found the heartiest approval of 
the financial-control of the theatre 
eireuit. He further indicated that 
this approval, taking the form of 
development and expansion, is the 
most concrete indication possible 
that Publix future holds countless 


|opportunities for everyone on the 


payroll, no matter how humble, pro- 
viding the effort for personal prog- 
ress is made. ' 


UBLIX LEADERS IN CON 


OF PROGRAMS — 
WARNS MR. SAAL 


Suceess or failure at the box-of- | 
fice of any attraction depends! 
largely upon the intelligent ar-} 
rangement of each unit of enter-| 
tainment booked on the bill, ac-' 
cording to William Saal, in charge} 
of film bookings for Publix thea-| 
tres. 


“At the present time the home 
office is in possession of all avail- 
able information and practices, so} 
we are able to give our managers 
the benefit of this knowledge. As 
soon aS we can, we will develop 
methods of getting the information 
to the managers first hand, so that 
they may add their own ingenuity 


to the hazardous job of program-} 


arranging. I want to say that 
there is nothing more important in 
each “show” than putting the right 
short subject in its proper relation 
to the entertainment that pre- 
cedes or follows it on the patrons 
consciousness. I have seen huge 
successes made and dismal failures 
too, simply because of the manner 
in which a program was arranged. 


Mr. Saal complimented his as- 
sociates, Miss Bray, Mr. Notarious, 


‘MASSED - SELLING 


Mr. Katz Points 
And Virtues 


NOTICE! 


Mr, Chatkin wants the Man- 
agersTraining School brought 
to the attention of every like- 


ly prospect in your communi- 


ty. If you need more appli- 
eation blanks and: stories 
concerning the school, write 
Jack Barry. See story on 
Page 10. 


PLAN WON PRAISE 
FROM MR. KATZ 


Results of request from A. M. 
Botsford and Benj. H. Serkowich 
to all Publix managers and adver- 
tising managers for a demonstra-| 
tion of the selling strength of Pub- 
lix circuit, as applied to the plan 
of nationalizing the new Brook- 
lyn-Paramount theatre, brought a 
great deal of satisfaction from 
Mr. Katz and Mr. Zukor, who 
watched the operation closely. 

First, the ‘‘salutes’” repeated 


and Mr. Kelly for their careful 
handling of this problem in the 
home office, and their keen desire 
to give all possible information 
and aid to managers after book- 
ings are made. He also declared 
that the film product available 
from December .onward is indica- 
tive of a constant flow of powerful 
box office hits. This is particular- 
ly true of the Paramount product, 
which includes “Interference,” 
““Abie’s Irish Rose,” ‘“The Letter,’’ 
and “The Cat and The Canary,” 
he said. 
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The next issue of 


re-alignment of Publ 
and territories. 
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ZEN MGI NAAN AERA 


WE 


WATCH THE NEXT 
ISSUE FOR DETAILS 
OF MANAGERIAL 
‘CHANGES! 


will contain complete information of the 


It will also contain the new list of man- 
agerial changes made necessary thereby. 


This list will be of great value. 


Clip it and keep it always at hand, be- 
cause you'll need it for future reference. 


All of the changes are in the nature of 
promotions and mark the greatest parade 


of personal progress ever made by individ- 
uals in ANY industry! 


OUND a ENE that everyone wants.” 
: vale ye a s. 


several times daily for a week 
from nearly 200 radio stations 
throughout the world, and second, 
the newspaper clippings received 
from local newspapers, describing 
the new Brooklyn - Paramount, | 
showed how quickly and econom-| 
ically it is possible for this organi- 
zation to execute the projection of 
any desired idea or policy. 

Mr. Katz has expressed himself 
as vastly pleased with the co-op- 
erative spirit, as well as with the 
prospects of effective future use of 
the ‘‘massed selling’ idea. 
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ix divisions, districts 


VENTION 


Out Faults 
in Publix Chain 


—BY CORRESPONDENT 


ATLANTIC ‘CITY, N. Ji, Dee: 
—-In two addresses made to mem- 


STAFY 
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| bers of his home office executive 
cabinet and to division 


and dis- 
trict managers, President Sam 
Katz dispensed even handed treat- 
ment in his statements that tem- 
pered biting criticism with human 
understanding, and gave out ful- 
some praise for individuals with 
wide open invitations to all who 
care to earn the same: 


In. his first address, made a few 
hours after the executive party ar- 
rived in the convention city, Mr. 
Katz outlined his views on Publix 
coming problems, and called for 
assistance in meeting these prob- 
lems. 


He expressed himself as happy 
over the makeup of. Publix execu- 
tive ranks, and optimistic as to 
Publix future. In the course of 
his remarks, he took oceasion to 
point out the fact that Boris Mor- 
ros achieved the post of General 
Director of Music for Publix tho 
three years ago he was an immi- 
grant musician unable to speak 
English. He also spoke of the rise 
of James R. Cowan to the director- 
ship of Publix stage production 
department and again to the chief- 
tainship of the division of talking- 
short-film-subjects. Louis Schnei- 
der, who three years ago was de- 
seribed as ‘‘a sort of office handy 
man’ and who earned high rank, 
was another. Milton Feld came 
in for fulsome encomiums also, as 
did Lem Stewart, Jack Barry and 
Jonh Friedl. 


In his second address, however, 
Mr. Katz took his text from the 
list of the least active Publix the- 
atres, and he vividly and energeti- 
cally demanded that everybody 
share the burden of the weaklings 
so that the Publix progress will 
not be impeded. 


“We have no “yes-men’” in the 
home office and we don’t want to 
tolerate any in the field. We have 
no office politicians, and we won’t 
stand for any in remote theatres. 
This is a hard job to successfully 
fulfill. We have no room for lag- 
gards, and we don’t want anyone 
who feels that there is no progress 
for him in Publix. We want the 
same hard-working, hard-driving 
organization in every little theatre 
that we have in our big ones. I 
don’t believe. any one of us is so 
smart that he can close the book of 
theatre knowledge and say that he 
knows it all. There is something 
to learn every day. We must keep 
abreast of developments, and take 
full advantage of every opportunity. 
One loser counterbalances a winner. 
It takes a big winner to make up 
for a loser. There is no justice in 
merely making a stand-off. We've 
got to make our efforts win. There 
are no alibis for failure. 

*T don’t want any personal situa- 
tions to hold up the parade. Every 
move that is made is in the hope 
that it will help you to advance in 
your present job. Every decision 
that is made, is the judgment of 
many minds in the interest of the 
greatest common good. 

“There is one outstanding thing 
for everyone in Publix to do. That 
is.to do the job in hand exception- - 
ally well, and to follow the leader 
designated. That will get you some- 
It will get Publix some- 
If an individual holds up 
the parade, it is promptly apparent, 
no matter how high or how low in 
the organizational scheme he hap- 
pens to be, and automatically the 
traffic is blocked. So it is up to all 
of us to turn in a splendid job in 
our present duties, and Publix can- 
not fail to furnish the advancement 
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WOBBER NEW 
PUBLIX WEST 
COAST CHIEF 


Another sisting example of the 
close cooperation between Para- 
mount and Publix is furnished by 
the announcement that Sidney 
Kent, Paramount’s general man- 
ager, has released Herman Wob- 
ber, one of his most able and re- 
sponsible executives, so that Wob- 
ber might take charge of the 
Publix Theatres along the Wes 
Coast. The transfer became effec- 
tive December 1. 


That Mr. Kent should release a} 


man of Ma. Wobber’s 
Publix se : 
the cordial spirit of co-ordina- 
tien e€ ing between the two or- 
vanizations. The new Publix chief 
the West Coast was formerly 
one of the important heads in the 
Paramount 
mount. 
Crabill, 
on the West Coast, will 


calibre for} 
> speaks volumes for } 


Distribution Depart- 


Publix district | 


continue his activities in the same | 
territory under the supervision of | 


Mr. Wobber. 


MANAGER SOLVES 


RUCKER-VANDERVEER 
PLEDGE 1S WORLD WIDE 


JAMMED LOBBY 
PROBLEM 
By the nee ae a little ingenuity, 


Manager H. D. 
i heatre, Waterloo, Iowa, 


combatted a weekly, 
his theatre and, at the | 
started the people of | 


same time, 
the town talking about a nove 
of entertainment at 


THAT’S ACTION! 
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All Managers Florida Theatre 
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you 

: 2 person 
your staff to to the Be litor of 
PU BLIX | O _— y 


of data concerning your 


oa 


might be of in 

other operations. 
se start this 
will ask that you person- 
tI ‘hat this 


Grove, of the} 


Supplementing our circular let-| 


ek ly letter | 
theatre | 


letter is sent in} 


Mr. Chat-| 


5 official paper, 
UBLIX OPINION, is going to be) 
better than our theatre mana- | 

; and you want to make it, 


In order to further this Week-| 
ly and make it even more yalu-| 


able, it is absolutely essential that 


you personally instruct each man-' 


in each theatre to appoint 
someone ir his 


make it a point each week of send- 


organization to)| 


known as 


ideas. news of any kind,} 


photos of persons or 


‘fe don’t want them to do it! 
kK i forget about doing} 
g week—this will| 


desired results. We 

same part of the 

routine as ak Bg a the 
ger’s report. Only 
PUBLIX. OPIN ION # of real value} 
and service.” 
You will 


letter. 
Yours very truly, 
JESSE L. CLARK. 


Mana-| 
this way can | 


please see that these! 
instructions are carried out to the} 
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Brooklyn Opening And 
Its Huge Publicity 


The following, from Variety, is put in>- Publix Opinion without 


the knowledge of the responsible. Editor, Mr. Serkowich, to in-~ 


dicate credit where credit is due, ; ® 
—A, M. BOTSFORD 

“Furthermore, if the pre-opening ballyhoo is any indication 
of Publix exploitation, the Brooklyn-Paramount is almost as- 
sured of success. It ever a locality or city were theatre- 
minded, Brooklyn certainly has been about the Paramount. 
High-powered exploitation by Benjamin Serkowich, who did 
such goog work that “Brooklyn,” the official publication of the 
Chamber of Commerce, gave him eredit right out loud in the 
public prints (including a cut and all), certainly made Brook- 
lyn Paramount-conscious. The borough is smeared with ban- 
ners across lamp posts and streets, streamers, sheets and 
paper. Ballyhoo like this could make even a revival meeting a 
wow success in Speakeasy Row. 

“The publication *Brooklyn’ turned over its pages completely 
to the new theatre for the epening. The Chamber of Commerce 
has been vastly interested from the start, even unto tendering 
Adolph Zukor and Sam Katz a testimonial dinner, with Paul Block 
front-paging an editorial invitation to Brooklyn residential support 
of its local amusements. For the opening, Block’s paper, Standard 
Union, further lent a hand with a special Brooklyna-Paramount 
edition, the cream paper front four-sheet enveloping the regular 
edition, and specializing in Brovklyn-Paramount data—probabliy 


another Serkowich wrinkle... And unnother was a special 12-page 
section in Monday’s Journal.” 
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immediz ately, | JOE RUCKER BIDDING GOOD-BYE TO THE WIFE AND KIDDIES. | 


Mr. Sam Dembow, Jr., 
New York City. 
My dear Sam:— ; 

The boys all over the world, (theatre managers, owners 
film salesmen and others) almost without exeeption, responded 
enthusiastically .to the JOE RUCGKBR VANDEVEER 
PLEDGE, and such pledges and what praise. Everybody real- 
ized these boys were not’ handed a soft assignment and the 
promises to place this Byrd picture on more screens than any 
other picture ever occupied, came from everywhere and with 
words of great encouragement. Picture if you can the enjoy- 
ment Joe and Vanderveer will get when they read and re-read 
your cheering words as published in ‘Publix Opinion.” I know 
we got a real thrill out of reading each and every letter and 
post card and we were very happy when we sent the lot to 
them. Some day we are going to compile these responses and 
send them to you, and I think the heart beat will come a little 
faster after you finish reading them. , 

They are both great fellows and a hundred percent for 
Paramount and Publix. When Emanuel Cohen gave these boys 
their nment, they didn’t quibble, hesitate or even say- 
‘what's it for us?’’ They just said “thanks—-when do you 
want us to leave?” % 

Joe’s wife was just in and said she heard we were giving 
her a lot of credit for carrying on with the kids at the little 
home while Joe’s gone. She said she didn’t want any credit— 
that Joe deserved it all, but she was happy that we were all 
pulling for “her Joe.”’ , 

A few nights ago the boys had Joe on the radio. He want- 
ed everyone to know that things were shaping up fine and that 
we could depend upon a great picture, Emanuel Cohen says 
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THEME-SONGS AND 
RECORDS, BEYOND 
EXPERIMENT 


ee ee 


“No longer is the sale of ‘theme! Utilizing ‘the 


; ; ; d as head o 
songs’ in theatre lobbies an exper- | Saine 

Leones ays ro ee elanhh production depar 
iment, cither in point of direct | pocently turne 
profit or as an exploitation me-) stewardship of | 
dium for pictures,” declares David | James Rh, Cowan 


J. Chatkin, General Director of chief of Paramoun 


Theatre Management for Publix. Prades rl- his 
“We have found that where the} Atlantic City com 
songs and records have been intel-| executives, Rs: 
ligently and vigorously merchan-| Sri, oe 
dised, they have turned in neat! ty observe tind! th 
profits to the theatres which, in | picture theatre aud 
terms of annual circuit income, in-| different from tha 
dicate a figure pleasant to contem- theatre,” pt pe 
plate. Also, we have found that! josoniet Tt wants 
music dealers are more anxious | ment clean, snappy 
than ever to co-operate with win-| gent. So that, bri 
dow displays and newspaper ads at| Of. the new Par 


no cost to the theatre, gr too + eagle off-e0 
“When the Brooklyn - Para+| sxetches, We are gi 
mount Theatre opened, 750 win-| every kind of attracth 
dow displays were obtained at no| dramatic, and prodim 
cost, by hooking up a piece of copy | eye aan eee 
to a window-streame: that Was} qie Cantor, Eddie 
given to record and song jobbers.”’| others, and they a 
“In Minneapolis, Manager Hd|couraging, As phy 
Smith reports a most healthy prof-! such as studio equip 


ssible, our product 
it in one week,. beside an enormous re Se tinseeaal é oT] 


amount of energetic advertising| der limited opportun 
help from hundreds of storekeep-| duction, we are work 
ers who otherwise would not have| m. daily making shor 


7) 
been interested in our business. } thule th all tength s 


“We are going after the theme-| “We are going to gf 


way, and every Publix manager is| flashing the face of a 
expected to get behind the idea! strumentalist before 
and give it every ounce of energy| performer will be given 
possible.’’ 


0 
| for coming out to sho 
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Mr. Bolivar Hyde manager of the Strand and Ga 
Birmingham, has been temporarily assigned as acting m 
Alabama. 


The Marlowe, Jackson will be opened Thursday, Nove 


Mr. Jack Hodges has been transferred from the Florida * 
to the Olympia, Miami, as assistant manager. 7 


} 
= and record business in a big! ject ‘production’ ins 
: 
i] 
: 
; 
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Effective with the week ending December 8th, the Cent ri 
| Theatre, Cambridge, will be closed between 5:00 and 6: 30° 
Saturdays, Sundays and Holidays continuous. 
Mr. J. C. Smith, manager of the Keith-Georgia, A 
transferred to the California, San Francisco, on November 
| Mr. M. Semon succeeded Mr. Smith as manager of # 
Georgia, Atlanta. F 
The following poticy is in effect at the Stadium, 
since October 28th: 
aa Two changes—straight picture&’—two vitaphone acts 
| act—comedy and silent news. 
: so 
be Mr. Earl Holden, formerly acting eity manager at Lak 
. been transferred to the Florida, Peyton, as manager. a 
; Effective November 14th, ore Lowery is acting mana 
| Sterling Theatre, Greeley, Guring Mr. Perrin’s two weeks’ Va 


Mr. Sidney Dannenberg, manager of the Alabama, Bi 
left November 24th for the Granada, San Francisco, and @ 
management of same, immediately upon his atrival. Th 
Mr. Dannenberg’s successor will be forticoming. 
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Effective immediately please send all mail addresse: 
| J. L. McCurdy and Stephen Barutio direct to the Brookly 
Theatre, Flatbush Avenue Extension at DeKalb Avenue, 
Effective November 24th, Mr. George M. Watson 
manager of the Strand Theatre, Des Moines, succeedin 
| Swanke. We have accepted Mr, Swanke’s resignation. i 


Miss Julia Dawn, formerly feature organist at the FE 
tre, Atlanta, has been transferred to the Riviera Thea 
placing George Johnson for a six weeks engagement, bent 
November 16, ee. 

Mr. A, R. Johnson has “Bae appointed city manager 
and assumed his duties November 22nd. He sucecee 
Holden, who has been acting city manager. ate 


they have a great story in mind and with the 
they’ll encounter, they should have a record-making 
The boat should arrive shortly in New Zealand @ 

that it won’t be long until they leave for the Ante 
the big jump. They promised to keep in touch with 
just as soon as they get located at Ross Sea, we ‘il 
word on to you, 

_ MAY GOD SPEED AND GOD BLESS THEME 

Sincerely Fours, 
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MUTUAL BOOSTS! 


Lou Goldberg, publicity man for the Olympia Theatre, New Haven, 
Conn., got the local paper to boost his show while boosting its own 
advertising potentialities. 


“It” Girl Reads About It in 
The Times-Union 


ALTERNATES 
NG BATH 


a ot 


ae! ek: ion Keen interest, sat- 
‘stactory. box office results, and 
all, rapid development of | 
' er, are the results of 
a a plan introduced in Bath, 
Me., aecor according to J. J. Fitzgib- 
vons, Division Manager in charge 
‘of ‘Publix New England interests. 
This plan, under the supervision of 


PUBLIZ 
FINKELSTEIN & RUBEN 


Ben Ferris, Correspondent, General Director of Publicity & Advertising 


A brand new building is the present workshop of the F & R-Publix 
organization in Minneapolis. 

The boys put in a strenuous Saturday and Sunday last week and 
managed to make the transfer from the old Loeb Arcade in Minne- 
apolis to the new Finkelstein & Ruben building. Without a moment's 
loss of effort on Monday morning work as usual was the order of 
tha. dau-ase 40 Wer COrrind Out 26 (eee 
the letter. 


Transfer of the personnel to a 
new building was 
decided upon in 


member of the organization that 
has the privilege of entering an of- 
fice or department unannounced. 
When a visitor arrives he states 
his business at the information 


the managers, ahi nigra ‘a ie Address the interest of : 
‘plo ba chance to ‘‘run’”’ the thea- ALF &R economy by the desk. A card is made out and 
ture f a day or a series of days. General Mana-| taken to the executive whom he 
of the manager is on the Publix Mail ger, Harold D. wishes to see. This executive in- 
course, ff | toF &R Finkelstein. Re-|dicates on the card whether the 
job constantly, but after his sta Buildin sults are already| Visitor shall be brought in or shall 
was | completely schooled in every elias seh apparent, say the| Wait or return later. 
job, the plan of taking turns was ay ‘| Finkelstein and Las 
‘installed. Ruben execu- The Minneapolis advertising de- 
tives. A rule|Partment of the F & R Publix thea- 


tres has just completed a tie-up on 
“Varsity” which is bringing a lot 
of good advance advertising for 
that picture. The Star, Minneapo- 
lis, has been tied up in a circula- 
tion contest in which footballs are 
given as prizes. The F & R boys 
added passes to ‘Varsity’ with 
this result: Thé Star is running 


that is promoting efficiency is the 
one which requires al! executives 
to confine their morning hours to 
strictly department and inter-de- 
partment activities. Outsiders are 
denied the privilege of talking to 
Finkelstein & Ruben people in the 
morning except in extreme emer- 
gency. As a result the bulk of 


a “It: has esulted in human at- 
“mosphere in the theatre that never 
‘existed before,’ Mr. Fitzgibbons 
reported to the convention of ex- 
-ecutives at Atlantic City. ‘I can 
tell. you now that you may expect 
a a lot of important posts to be filled 


| men who hail from Maine.” 


| ‘ton the plan as much as possible 
| ‘thruout his division, and. other 


would 


I 


in the future from Publix show- 


Mr. Fitzgibbons expects to ex- 


rict managers announced they 
do likewise. These an- 
é ‘vouncements evoked the comment 
‘rom Division Manager Feld that 
his | observation for over three 
years in Publix indicated a need 
for an “understudy” in every im- 


) portant theatre post, in order to 


2 


- make man-power available for 


promotions that new opportunities 
are constantly making possible. 


Ownership Spirit 


_ Mr. Katz Remedy 


For Losers 


—_—_—_— 


Publix Theatres of small calibre 


' which are either regularly losing 


-money, or which do not show the 


_ normal profit they are expected to 


' make on the capital investment, 
according to President Sam Katz, 


need and will get an application 


of highly localized “if I owned it” 


Be ety 
In a recent cabinet meeting, 


- President Katz declared that the 


remedy invariably is in the hands 
_of- local managers who can cure 
the: situation by adopting policies 
they would adopt if they, owned 
the property instead of Warking 
or a salary. Mr. Katz expressed 
himself as anxious to hear from 
managers who will write to him 


about the theatres they operate, 


telling what they would do if they 


owned the property. 


—- * ‘ 


POCKET NOTE 


rh. 


BOOK YOUR 
’ FIRST AID 


Lack of proper interpretation of 
meaning or information as dis- 
seminated from one source to an- 
other, according to David J. Chat- 
kin, General Director of Theatre 
Management, in a discussion dur- 
ing a e Office conference, is 
the cause of many well intentioned 
movements being derailed. Mr. 
Chatkii nen is that information 
and instructions should be writ- 
ten—and made brief, clear and 
complete, instead of the customary 
practice of trusting to memory. 


_ It has suggested to Mr. Chat- 


kin t newspaper reporter 
g a pocket note- 
Hewed daily for 


ould help. 


When pretty Gogo ‘Dy ‘tye the “at” girl whi is appearing at the Olym- 
pia Theatre th’s week in the Greater Publix stage show, “Volcano, 
to town she outfitted herself with an entirely new wardrobe 


” came 
The Times- 


Union photographer scaught her” as she glanced through the Times-Union 


aofore shopping 


SAN ANTONIO'S 


GREATEST 


ee 
ENTERTAINMENT 


The— 


TEXAS 


Through its affiliation with the enor- 
mous chain of the tremendous Publix 
Theaters Corporation, the Texas is enabled 
to present to its patrons the pick of great 
attractions, both stage, screen and short 
features. San Antonians recognize the fact 
that the Texas leads the entire Southwest 
in the presentation of the finest entertain- 
ment to be had in this country! 


EVERY WEEK—! 


NOT JUST OCCASIONALLY, 
BUT EVERY WEEK, THE 
TEXAS BRINGS TO YOU THE 
CHOICE OF GREAT PIC 
TURES, BROADWAY STAGE 
ENTERTAINMENT AND 
OTHER GREAT FEATURES, 


INSTITUTIONAL ADS BUILD 
GOOD WILL FOR THEATRE 


AN EXAMPLE 
OF THE 
PRE-EMINENCE 
OF THE 


rEXAS— 


For the screen offering 
starting Saturday, the 
Texas has obtained an- 
other glorious United Ar- 
tist Sound Production, 


together the screen’s great- 
est love team— 


RONALD 


COLMAN 
oe 


VILMA 
BA Ses D 


s TWO 
LOVERS” 


AND -WATCH 

FOR THOSE 

TWO GREAT 
EPICS— 


“ BEGGARS 


OF LIFE” 
and 


“WEDDING 
MARC 


starring for the last time | 


the firm’s business is carried on 
in the morning hours when em- 
ployees are all fresh. Another 
rule adding materially to efficiency 
is that requiring appointments 
even by executives. This has ab- 
solutely stopped the popping of 
heads in doors and consequent in- 
terruptions, 

In the new building Mr. I. H. 
Ruben and Mr. M. L. Finkelstein 
have a spacious office that is taste- 
fully decorated and yet, is a strict- 
ly business habitat. Mr. Eddie 
Ruben, as head of the Booking De- 
partment, enjoys a real private of- 
fice next to his corps of Bookers. 
General Manager H. D. Finkel- 
stein has his office just across the 
hall from the other Junior mem- 
ber, in close contact with the 
operating personnel of the general 
staff. 


The Key City Department, 
which has supervision over the 
Finkelstein & Ruben theatres out- 
gide of the Twin Cities, is officed 
in close proximity to the Vaude- 
ville and Vitaphone departments. 
Across the hall from them are the 
accounting offices. The General 
Advertising department has been 
placed at the rear of the building 
away from the din of street traffic 
and into the full light of day 
above a parking space in the rear 
of the building. 

Pride in their surroundings, 
lack of interruptions, good air, 
perfect light and a general feeling 
of happiness has increaged the effi- 
ciency of the personnel all the way 
down the line. 

The new structure cost $150,- 
000.00. It is absolutely fire-proof 
and embodies the latest design in 
office equipment and building con- 
veniences. Built on the square 
plan it affords access to the vari- 
ous departments through long cor- 
ridors which are barred and bolted 
at all times. 

It is spe as tough now to break 
into the Finkelstein & Ruben offices 
for a confab as_on any of the New 
York papers. A single door bars 
access to the inner sanctums. No 
one is allowed to enter the inner 
offices without first being preceded 
by a boy. ‘This boy is the only 


STE 


TOELDO’S NEW 
THEATRE TO 
OPEN SOON 


With the new Brooklyn- 
Paramount and the new Pub- 
lix ‘Fisher’ in Detroit now 
in successful operation, Pub- 
lix officials are turning their 
attention towards Toledo, 
where the newest “last 
word” in de luxe theatres is 
scheduled to open some time 
in the early part of Febru- 
ary. 


as 


Pa 
z 
ES 
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large office ads daily telling of the 
picture and devotes the bulk of 


its radio hour over WRHM to 


announcements on the picture. 


The Capitol Theatre, St. Paul, 
made an_ excellent 'tie- up. on 
“Wings” with the Shell Oil Com- 
pany. Flat one sheet frames in 
front of each Shell Oil station 
were bannered with this copy— 
“Shell Gas gives ‘Wings’ to your 
car—see ‘Wings’ at the Capitol.” 


Over one hundred windows were 
obtained by the State theatre, Min- 
neapolis, for special exploitation 
on Al Jolson in “The Singing 
Fool.” The majority of these were 
in music and radio store windows. 


“‘Wings’’ has broken all attend- 
ance and run records at the Strand 
Theatre, Minneapolis. It is just 
starting 4ts sixth week at popular 
prices. One of the most complete 
advertising campaigns ever pre- 
pared by the F & R boys started - 
the picture off to capacity busi- 
ness. This was followed by a con- 
centrated campaign of newspaper 
advertising that has brought phe- 
nomenal business necessitating the 
long run. Some idea of the huge 
success of the picture and cam- 
paign may be gained from the fact 
that no other picture has ever run 
more than four weeks in Minneap- 
olis and ‘“‘Wings” beat the four 
weeks attendance figure in three 
weeks. Before showing at the 
Strand, ‘‘Wings’’ was run for two 
weeks in Minneapolis as a road- 
show at the Metropolitan, making 
a total run of eight weeks. The 
advance campaign included a half 
showing of 24 sheets, 2000 window 
cards, 1000 one sheets, 50 ban- 
ners, 20 advance announcements 
over the two largest radio stations 
in the Northwest; trailers in all F 
& Rand F & R-Publix theatres in 
Minneapolis, a street ballyhoo in 
front of the theatre at night con- 
sisting of a large truck with an 
airplane motor driving a generator 
lighting sun-are lights that were 
flashed through the skies; minia- 
ture electric airplanes whirling 
under the canopy and over the box 
office; and a complete newspaper 
campaign. 


A CORRECTION 


In our fast issue it was 
stated that starting Febru- 
ary ist, there would be but 
one issue a week of “The 
Paramount News,” this to be 
a combination of sound and 
silent to be issued each 
Saturday. This was in error. 
The two issues per week of 
‘The Paramount News,” si- 
lent, odd and even num- 
bered, just as we have now. 
will be continued. In addi- 
tion, starting February Ist, 
we will release one issue 
jweek each Saturday of ‘The 
Paramount Sound News.” 
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“FISHER”, KUNSKY-PUBL 


Detroit's Newest Theatre 


Opens In Terrific Gale 


The. Fisher Theatre, Detroit, 


the doors were opened at 11 a. m. 

The Fisher advance campaign 

presented a number of interest- 

ing problems. In the first place, 

r the theatre was virtually a secret 
until Sept. 1. It was built inside of 
it the new Fisher building, office 
skyscraper, three miles from De- 
troit’s downtown section. No 
publicity was given to the theatre 
building during its year of con- 
struction, because no arrangement 
had been made by the Fishers for 
operating the theatre. The 
Kunsky organization closed its 
deal and turned the theatre over 
to the publicity department three 


weeks before the contemplated | 
opening, Oct. 25. Delays in the} 
opening gave the campaign seyv- 


eral peaks. 
Another problem was the loca- 


tion—a first-run theatre in the 
suburbs, a brand new idea and 
policy. Another problem was the 


that a theatre is in the building. 
ot A small marquee, no stickup sign, 
is | no electrical display on the mar- 
quee; even the outer lobby is 
minus poster frames. All being 


sacrificed to the artistic aspect of! 


the building, which is a $12,000,- 

Bi 000 strueture of genuine marble, 
bronze, onyx, etc. 

FISHERS NOT IN CAMPAIGN 

Aitho sponsored by the famous 

Fisher brothers, noted automotive 


magnates 
no publicity capitalizing on this 
fact was permitted. The Fishers, 
as personalities, were eliminated 
from the campaign. 

However, it was attempted to 
av plant the thought, thru implica- 
4 i] tion, that the new Fisher is the 
‘‘world’s perfect theatre’ because 
it has lavished upon it everything 
that billionaires could buy or 
genius create. 

Among the 
popularized are: 

“For ALL Detroit’’—to sell the 
first-run idea as against a neigh- 
borhood theatre. 

“Golden Hours 


slogans already 


Under The 


Golden Tower’’—to plant location, | 


the Fisher building tower, illumi- 

nated in gold, is already the best 

known landmark in town. 
‘“‘World’s Perfeet Theatre’’—to 


sell its splendor, ete. 
“Nothing Like It In All The 
World’’. . ditto. 
He “Deluxe Downtown Entertain- 


ment Brought Nearer Your Home 
By Kunsky-Publix’’—to kill the 
neighborhood idea. 

MAYAN ARCHITECTURE 

The Fisher is the world’s finest 
example of authentic Mayan arch- 
itecture and has the approval of 
the Carnegie Institute, Field Mu- 
seum and archeologists like Prof. 
Sylvanus Morely of Carnegie In- 


stitute. This opened a new and 
serious line of publicity. 

Among the difficulties of the 
campaign was the absolute bar 
(by- the Fishers) of spectacular, 
circus stuff. Everything must be 
dignified and classy. Not even a 
routine newspaper ad-tieup sec- 
tion was permitted. | 

With that in mind the campaign | 
high-lights were as follows: 


sae - 

Official recognition secured | 
from Mexican government, be-} 
eause the Mayan architecture was | 


considered ‘‘a symbol of better) 
understanding between Mexico | 
and U. S.”’ Newspaper played up 
letter from Mexican government, 


secured thru local Mexican consul. | 

Private dress-rehearsal opening | 
night before public premiere: Bil-| 
lion Dollar Audience of motor | 
magnates, ete. Times society edi- | 
tor deseribed gowns over radio,| 
Station WJR cancelling its New} 
York broadeasts to cover the 


absence of any outside indication | 


and financial wizards,' 


| solicit separate 
art border and each headed ‘‘Per-| 


Of Intense Exploitation 


new link in the Publix-Kunsky 


chain, opened November 16th—-with lines two blocks long standing 
in the rain and the ticket sale stopped within twenty minutes after 


opening; movie cameras caught 
the notables and showed film later 
during performance; Det roit 
Times issued an “extra” distrib- 
uted at close of performance. 
Publicity given the “billion-dollar 
audience” resulted in a throng 
standing in front of theatre until 
after midnight waiting to see the 
big shots leaving. Society column 
stories; news page pictures; first- 
page stories in Times, 


t OPENING STUNT 


As a little opening stunt, 
|Corinne Griffith picked flowers in 
her garden in Hollywood at 10 
ja. m., and they arrived by airmail 
at noon next day. Movie made of 
her picking flowers and putting 
them on airplane—shown at open- 
ing show. Stunt got strip in pap- 
ers and stories—women ate it up 
asking to see the Griffith flowers, 
jete. (Griffith picture, “Outcast’’ 
}opened theatre.) 
Photograms from 
got publicity. 
| All of the city’s big searchlights 
were focused on the Fisher Tower 


other stars 


| for opening night—three huge 
| beams. 
Banners across Woodward, 


block away—never done before. 
Secured thru help of Central De- 
troit Commercial Association. 

It was forbidden to promote 
any street decorations. However, 
a story in the paper from the 
Commercial Association president 
suggesting that stores decorate 
resulted in 120 stores spending 
money for decorations to welcome 
the theatre. The theatre supplied 
the window ecards and center 
| pieces. 

Radio—three weeks in advance 
a “radio tour’’ was made of the 
theatre describing each night in 
ten minutes talk some part of the 
theatre, as if the announcer were 
walking around the house. 

Roto—page layout in Free 
Press. Shots were taken of the 
theatres and paralleled with ac- 
tual photos of Myan ruins in Mex- 
ico, showing how the theatre du- 
plicates the ancient glories of the 
Mayas. Art page stories in all 
papers. 


TIE-UP ADS 


One of the’most interesting fea- 
tures of the campaign was the 
way the tieup ads developed. Pre- 


|vented from having a section— 
| because it would be too cheap— 


it was arranged with the Times to 
ads, each in an 


fect Pianos, for the Perfect 
Theatre’; ‘“‘Perfect Seats for the 
Perfect Theatre’ ete. These ads 
were to start running, two a day, 
three days before opening and 
continue three days after open- 
ifig. As anticipated, the minute 
the first ad appeared, the Free 
Press, News and the leading week- 
ly papers hopped after the adver- 
tisers. As a result almost all the 


|ads appeared in all three dailies 


and several appeared in the best 
weeklies, giving the equivalent of 
four sections, spread out before 
and after opening -of theatre. 
The Times, also gave the theatre 
extra publicity equivalent to what 
it would have had in a section. 
In the opinion of many, this is 
much better than the old time 
section, which gives one shot 
(which nobody reads) and is dead. 
In Detroit, no paper will run a 
section except on Sunday, which 
would have been two days after 
opening or five days before open- 
ing. Goodwill of all papers was 
thus retained, too. 

Western Union Telegraph dis- 


HER 


\ 
\ 


| tributed 20,000 envelope stuffers, 
jat their own expense, urging 
|people to send congratulatory 
|wires to the Fisher as a civic 
| duty. 

SPACE IN BUSES 


| Detroit Motor Bus Co. used all 
|its institutional space in buses to 
|tell what buses to take to the 
|Fisher theatre. Street cars did 
| likewise. 

| Free press gave the theatre 
three-quarter page ad telling how 
classified ads built the Fisher— 
ushers, carpenters, etc. 

News gave the theatre half page 
'ad telling that the Fisher is a new 
screen for the News Pictorial, lo- 
cal news reel sponsored by News. 

A list of a dozen photoplays 
|from leading producers was run 
|}and the public was asked to help 
pick one for opening. This got 
lots of mail and helped sell “first 
run” idea. 

Taxicabs and sight-seeing cars 
earried stickers “THIS CAB TO 
FISHER THEATRE,” for a down- 
town flash. 

A replica of building was used 
for window displays downtown. 
Each local store that supplied 
anything for theatre made window 
displays, 

Schools were induced to take 
up study of Mayan art and cul- 
ture. ‘ 

A “Rainbow Rhapsody’ was 
included in opening show to dis- 
play the color lighting devices of 
the theatre, (Much publicity on 
this feature.) 

Most of the routine stuff and 
stories, were used except contests 
and girl-stunts which aren’t digni- 
fied. 

During the second week of the- 
atre, a radio and newspaper con- 
test was started for a slogan to 
describe this indescribable thea- 
tre. 


E’S SOME OF THE PUBLIC 


Oscar Doob and his staff of expert advertising and publicity men registered in their se 
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ambitious 
youth... 


modern youth—clear-eyed, precedent 
defying, responds to Free Press Want Ads. 


When you.visit the new Fisher Theatre, either 
at its inaugural or at amy other time, you will be greeted 
by a corp of highty trained aitaches—clean, ambitious 
youths, made efhoient by the raining that Kunsky the 
atres give their uniformed staf. 


{hese youths — models of Detrait’s fine young man- 
ood, mere reornited by Free Press Want Ads. 


sre it is interesting to dwell on the thought how Free 


scashetrestest aptether clestrical 
And coth of them ward Pree Press Want Ads 
» them build the Fisher Thestre—to do the job 


wr 


isn aie -all enter the Fisher theatre—FIRST through 
en f PO ns eons of Pree Prose Waot Ads 


Wines «door to opportumity wher an ciieetive, off. 
i to get things done? Through Free Press 


YOUR IDEA-DUPLICATI 


MACHINE!! ' 


2 
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Once more PUBLIX OPINION calis your attention 
fact that these columns are not filled by opinions, but by & 
We hope merely to inform you by reporting the activitie 
a great many people whose problems are similar to u 


It is our aim to be auything but opinionated. We 
that we can best serve for the greatest common good by 
rately reporting what is being successfully accomplished, | 


Your editor confesses freely that, during a long and yal 
journalistic and theatrical career, he registered internatio 
low-score as a professional back-slapper or blurb-tosser 
experience, however, a fairly acceptable grade of reporting 
been acquired, and this is at your service. “ 


If there is anything you don’t know, and want to know, 1 
us. If we don’t know, we’ll ask someone who does, and § 
the answer on to you. 


If you do something that brings a successful result, we 
to know it so that we can make the idea available to the. 
of the circuit, Automatically that gives you proper 
and helps the organization. When you report something 
sure you give all credit where credit is due, or you'll only ¥ 
your own local organization, This will tip off your supe 


that you failed by forgetting to remember the subo dir 
who helped. 4 


“i 


Publix Opinion is YOUR machine for duplicating you 
cesses, 


It is not a vehicle of criticism. 


Criticism is the ork 
only of direct department heads. - ae 


Publix Opinion is valuable to you if you MAKE it & 
it by reading it closely and acting quickly and it will he 
But don’t look for any back-slapping. The whoop 
ment is closed for the season. 


—BENJ. H. SERKOW 


f 


rros is permanently elevated to 
the position of General Music Di- 
ector of the Publix Theatres Cor- 
poration, a post he has attained 
ust three short years after enter- 
ng theorganization and four years 
fter becoming an American citizen. 
= Springing from 
a long line of 
musicians who 
for seven genera- 
tions had a mem- 
ber or members 


' 


the musical or- 
ganization of the 
Czar of all the 
Russias, Boris 
Morros, was born 
in St. Petersburg 
in the year 1895. 
His father at the 
time was musical 
director for the 
Czar, a position 
which had in 
turn been held 
by Mr. Morros’ 
grandfather. At 
the age of eight, 
Boris was. al- 

ready an adept 
the cello, his special instru- 
, and was beginning the 
astery of the piano. Today, 
though specializing on the cello 
| and piano, he is the master of al- 
st every instrument in the 
ydern orchestra. 


want it.—B. 
H, Serkowich 


versity of St. Petersburg, and also 
completed a course at the Aca- 
- demy of Oriental Languages in St. 
| Petersburg, so that today .. 


continental languages, the lan- 
: ge of the Orient. His musical 


arial Conservatory and, for nine 
S, as a pupil of Rimsky-Kor- 


studied Theory of ‘Music and 
aposition. At an early age he 
as impressed, as was his father 
d grandfather before him, into 
service of the Czar. During 
studies at the conservatory he 
jived the Anton Rubinstein 
1 for originality in composi- 


IN CZAR’S COURT 
is first position at the court 
the Czar was as Kappelmeister 
r the orchestra of the Czar on 


was then nineteen. He travel- 
with a group of 116 musicians 
the royal yacht, traveling, from 
ee to place and entertaining 
_ the royal guests. It was his duty 
as Kappelmeister to rehearse six 
hours a day so that he and his 
rchestra would be familiar with 
ery piece of music in the royal 
library—the Czar wanted his or- 
chestra to be able to play any re- 
- quest that came from his guests. 
In this gruelling period of work 
Mr. Morros laid the foundation 
= for his present phenomenal mu- 
sical memory. 
: Following this period, he _be- 
- .@ame associated with Albert 
Coates, the famous English con- 
ductor in charge of the Imperial 
Opera in St. Petersburg, and at 
the early age of 21 was conduct- 
ee s in his own right. He 
spent four years with the opera, 
; then became musical director 
pie gh of the Czar. During 
e ‘he was appointed to take 
of all the Imperial or- 
d military bands 
Russia, and was in 
of the many concerts 
bands gave through- 


IMMIGRANT MUSIGIAN THREE 
“YEARS AGO, UNABLE TO SPEAK 
ENGLISH, WINS BIGGEST JOB 


With the opening of the new Brooklyn-Paramount Theatre, 


‘Paramount Square, Flatbush and DeKalb Aves., on Nov. 24th, 
emerges a musical personality whose life and achievements are 
so colorful that they emulate the most romantic novel ever written. 
or simultaneously with the opening of the new theatre, Boris 


BORIS MORROS 


| 


of the family in 


Imperial yacht, Czar Nicholas.. 


out the trying days of the war, 
to keep the Russian morale to the 
sticking point. 


LEFT RUSSIA 


After the revolution, Mr. Mor- 
ros left Russia and toured the 
continent as conductor of many 
orchestras. He composed and ar- 
ranged practically all this time, 
and became associated with the 
Chauve-Souris company in Paris, 
which he had helped to found in 
Russia, long before. As musical 
director of the Chauve-Souris he 
originated the grotesque style of 
music made famous throughout 
the world by the “Parade of the 
Wooden Soldiers.’’ 

He came to New York with the 
Chauve Souris and while here be- 
came interested in the Publix 
Theatres Corporation which had 
just been formed and was making 
its entree into the amusement 
field in New York. When the 
Chauve Souris returned to Paris 
Mr. Morros remained and became 
attached to the new organization 
in the capacity of travelling or- 
chestrator, travelling from city to 
‘city with the ynit shows that Pub- 
lix has made famous. His train- 
ing and ability soon became ap- 
parent even though he was in a 
strange land with new conditions 
and circumstances to be combat- 
ted. He was soon promoted and 
placed in active charge of a unit 
as musical director in which ca- 
pacity he toured the country. 

He was then given a theatre in 
Memphis and overnight made it 
the musical and entertainment 
center of the city. When he left 
to assume his new role as District 
Musical Advisor of about ten Pub- 
lix Theatres, the Memphis Cham- 
ber of Commerce offered to build 
him a theatre if he would stay. 
He refused and followed his new 
work with the organization that 
had given him his start in this 
country. 

In the short space of two years 
he rose rapidly to Regional Mu- 
sical Advisor and then to Associ- 
ate Musical Director of the firm, 
working as first assistant to Mr. 


(Continued on page 7) 


MUSIC DEPARTMENT STARTLES 


DIVISION AND DISTRICT HEADS 
WITH NON-SYNC DEMONSTRATION 


Enthusiastic congratulations 


- were showered upon Boris Morros, 


General Music Director for Publix 
Theatres, by Home Office execu- 
tives, division and district heads 
and theatre managers under their 
jurisdiction upon the termination 
of an effective non-synchronous 
demonstration at the Rivoli Thea- 
tre, New York, after the regular 
performance last Tuesday night. 
Two complete programs of 
sound shorts were given, one de- 
signed for theatres equipped with 
non syne equipment and possessing 
no orchestra or organ, the other 
intended for those theatres with 
non-syne equipment containing an 
organ but no orchestra. The ef- 
fect in both ‘cases was similar to 
that obtained in the most perfect- 
ly equipped de luxe theatres in 
the metropolitan areas despite the 
fact that it can be staged in the 
smallest theatre of even the most 
obscure towns in the country. 
“The non-synchronous device is 
the foundation at the present time 
of most of the entertaimment in 
most of the smaller theatres of the 
country,” said Mr. Morros. “Its pos- 
sibilities as far as accompanying 
the silent feature pictures, has in 
most part been fully exploited and 
is quite well understood as an en- 
tertainment feature. But this device 
offers to the one who will study 
its possibilities ‘and experiment with 
it, unlimited entertainment fields. 
With non sync the small town cper- 
ator can rival, insofar as his pro- 
gram {js concerned, the largest de 
luxe operation in his town. There 
is no feature of the de luxe program 
which cannot in a measure be dupli- 
eated with non sync in an effective 
and entertaining way. This brief 
outline of its uses and possibilities 
is designed to give some idea of its 
scope, in the hope that it will in- 
duce you to avail yourselves of still 


other possibilities which are pos- 
itive to come. 


“We have shown you the dif- 
ferent uses to which the non-sync 
device can be put illustrated by 
a sample program for each type 
of operation—the small town 
house, or the small house in-a 
big town, which has only .an 
operator, a picture machine and 
a stereopticon, and the larger 


house which boasts also of an or-' 


ganist, and then the house which 
has, either on a small or large 
scale, both the organist and the 
orchestra, with sound equipment. 
“If we can synchronize a fea- 
ture picture, the thought occurs, 
why cannot we synchronize short 
subjects with non-syne? At once 
a new field is opened. The device 
permits us to use short subjects 
like color reels, .fashion reels, 
secenics, spotlights and cartoons. 
With the machine we are enabled 
to spot a singer_or an instru- 
mentalist on a record ‘whenever 
such a spot appears on the screen. 
We take, for instance, a Hawaiian 
travel film or scenic. No such 
film was ever.miade without in- 
cluding in some sequence a guitar 
player with a native dancer danc- 
ing to native music. If we were 
to present this film with orchestra 
we would cue in solo bits—as it 
is with non-syne at the appropri- 
ate place we.use a Hawaiian gui- 
tar record and then also we can 
use a singer crooning Aloha Oe 
or some other native music. 
There are dozens of such records 
available for use—and in a flash 
we have transformed just a scenic 
into a living thing bringing its 
visual and audible message from 
the screen to the audience. This 
is only one example—there are as 
many possibilities almost as there 
are records and film. The Music 
Department has prepared cue 
sheets of short subjects which 
have been forwarded to various 
houses and are available to others. 
Your own ingenuity along these 
lines should, however, suggest dif- 
ferent uses in addition to those 
that are prepared by the Music 
Department at the home office. 
“With the aid of the non-syne 
device, we can bring an organ in- 
to every house that is equipped 
for sound, but which has no or- 
gan, An organ record by a mas- 


sug a eae he 2 4 
Bb te os ewe ae med an Ewa 


ALL “SOUND” 
DEMONSTRA- 
TION PROGRAM 


_ 


Rivoli Theatre, New York 


Tuesday Evening 
Dec. 4, 1928 at 11:30 P. M. 


For Theatres Equipped 
With Non Sync, No Organ 
or Orchestra 

mins. 
1.—“The Flying Dutch- 
WIR ye Se es ees te 
An Orchestral Feature 
2.—Weekly ............ 7 


3.—Eddie Cantor in “That 
Certain Party”’ 
A Paramount Sound 
Subject 
4.—"The Love Charm”... 9 
A Tiffany Technicolor 


- Novelty 
5.—‘I’m Sorry Sally”.... 5 
Organ Solo 
6.—Bertanette and Or- 
chestra ...... Bot poreaas E 
A Vitaphone Subject 
7.—Feature ..,........ 66 
8.—-Comedy—2 reels ...18 
Dewi 3s gs ke oe ea 3 
Total 135 


For Theatres Equipped 
With Non Sync and Or- 
‘gan, No Orchestra 


mins, 

1.—‘‘Faust” .......... —s 
An Organ and Non- 
sync feature with E. 
Ludwig at the Rivoli 


Organ. 
2.—Weekly — with organ 
and effects ......... i. 
3.—Van & Schenck ..... 10. 
in a Vitaphone 
Novelty. 
4.—“Where Skies Are 
BSG eee ON ae ace 7 


A Tiffany technicolor 
film novelty — played 
by organ and non-sync. 


5.—Jesse Crawford Organ 
CONCEEE 2 50. 6 oes ese 6 
“Sonny Boy” “‘There’s 
a’ Rainbow Round my 
Shoulders’? with non- 
sync local interpola- 
tions 


6.—‘Visions of Spain” 10 
A Vitaphone subject 


7.—Feature— 
8.—Comedy—2 reels ....18 
PPRMORS 5 sali oa oy pie al wie 3 


Total 135 


ter like Jesse Crawford is avail- 
able to every small house. We play 
it on the machine and through the 
horns is brought to our audience 
a de luxe Wurlitzer organ solo as 
played at a Paramount theatre. 
A little cleverness in picking our 
subject, a judicious use of slides 
to accompany the record on the 
screen so that the audience sees 
as well as hears, and we have an 
organ solo. The theatre that has 
an organ and an organist can use 
it to even greater and better ad- 
vantage by interpolating as part 
of the organ solo a human touch, 
@ voeal record or an instrumental 
bit. “ 

“The publishers of popular 
songs are beginning to think along 
“sound” lines, and one of then, at 
the suggestion of the Music Dept. 
has already made a popular song 
slide-o-phone, permitting the 
sereen to be used for slides with a 


ram for the ear and the eye. 


complete vocal and instrumental 
treatment of a popular song. 
This one is now available, and I 
have no doubt but that others will 
soon follow. 

“The news reels are being 
scored with non-sync, and add still 
another method. We are en- 
deavoring to procure worthwhile 
effect records which will enable 
us to score news reels with effects, 
that, if cleverly done, will rival 
the movietone news naturally 
taken on the scene. 

“Using the Vitaphone or Movie- 
tone acts, which are booked for the 
theatres with non syne as a basis, 
and availing ourselves of the many 
possibliities of the non sync ma- 
chine, we can build as fime a pro- 
gram as can be desired. Let us take 
a typical pregram in each type of 
house that we mentioned above. 

“First—the small town house or 
the small house in'‘a large city that 
has only an opérator and a machine, 
with mo orchestra and no organ. 
This house is supplied with a fea- 
ture and a non sync cue sheet and 
two or three Vitaphone or Movietone 
acts. The manager’s problem is to 
put over a'good program with what 
he has. Here is a typical example:— 

“He opens the program with an 
overture, Where will he get the 
overture? From an erdinary Victor 
record, made by the finest orchestra 
available as played on the non syne. 
He needs more than an audible en- 
tertainment so he uses'slides on the 
sereen which can be made very 
cheaply, and which/ give a descrip- 
tion of the music as it is played, 
using either an introduction giving 
a history of the music'‘or the com- 
poser, or else a series of slidés de- 
picting the music with slide pic- 
tures or else giving an explanation 
of the different movements in the 
overture. This will entertain both 
the eye and the ear. Following the 
overture, we have a news weekly, 
cued and timed with music and ef- 
fects, With the effect records you 
ean have the ttoises of the crowd, 
the cheering of the football crowd, 
the noise of the guns and the roar 
of the storm... After ithe weekly is 
the logical spot for the first vita- 
phone or movietone act. He chooses 
the weaker of his two acts just as 
if he were building a waudeville 
program, saving the geod ome for 
the last. Then after this he plants 
the organ solo, 
record or a popular song record 
with accompanying slides. If the 
length of the program permits he 
has a scenic or a novelty film ade- 
quately cued to bring out all its 
musical possibilities. Where there 
is someone singing, he plays a vocal 
record, that fits exactly or is at- 


mospherically right, or else he eues . 


in a cute instrumental effect. It is 
dificult to explain each and every 
possible thing that can be done, but 
the idea is here and with proper 
study and experiment these different 
things can be beautifully worked 
out. Then follows his second and 
stronger Vitaphone or movietone 
act, which opens up into the feature 
picture. This is an all sound pro- 
The 
monotony of music, music and again 
music has been overcome, the 
audience has been amused by what 
it'sees as well as by what it hears, 
and has been fed its dose of music 
in different and varied forms. A 
little practice on the part of your 
operator and a little experimenta- 
tion on your own part and the small 
town manager has a big town form 
of entertainment. : 
“Next we have the theatre that 
is equipped for sound and which has 
also an organist, and which is also 
supplied with silent features and 
two or three Vitaphone acts... Here 
there are still more possibilities. 
We have the human touch, the man 
playing his organ and the audienée 
watching him. The organ, while an 
orchestral 


instrument, can be 


enhanced in value by interpolating - 


with a vocal chorus, or else an in- 
strumental bit—a violin solo — a 
cello solo—voices of individual ar- 
tists, immense choirs and choral 
effects. For his organ solo, the 
organist can take a popular slide 
version of a song and play an in- 
troduction to it and then at the 
proper time insert a vocal chorus 
by an artist like Jolson. The au- 
dience hears the solo and then 
listens to the new effect, the human 
recorded voice. This stunt offers 
many other possibilities. Every 
form of entertainment as outlined 
heretofore is available for _ this 
house and in addition you have the 
organ that can in turn use non syne 
or else fill in on the other non syne 
program to help build the gener- 
al effect and ensemble. 

“All that has alrendy been said 
applies with even greater opportu- 
nities to the theatre that is operated 
on the de luxe plan and the smaller 
theatre that has in addition to sound 
equipnient and non sync, both an 
organ and orchestra. All the pro- 
duction overtures that were done 


(Continued on page 7) 


using an organ. 
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BROOKLYN - PARAMOUNT 


NEW PUBLIX TOWN ADDED TO 
NATIONAL DELUXE CHAIN 


The newest jewel in the Publix chain of de luxe theatres was! 
ed when the new Brooklyn-Paramount opened November 24, 
hn L. McCurdy, from the Boston Metropolitan, aided by Steve 


io as First Assistant, and Lou Goldberg as Director of Adyer- 
and Publ r 


‘ising comprise the front of the house cabinet, while! 
Paul Ash and C Stag shows provide the activities backstage. 
The : ‘mi-atmospheric Italian in architecture, is actually 
‘the a 


° | 

Due to the geographical layout; = 
of New York City, and Brooklyn,| ensign in projection of: talking 
the job of selling the new theatre! i tures and probable development 
and shows to the public, both dur- of television: ete 
ing the pre-opening campaig pet spies : 
Sa ees Sip —— Sp Ah al A fourth idea is a piece-meal) 
pie pit ian dang ~| discussion of every attraction in 
ge proportions. ’ 
ee ane . {the theatre—the organ, the or-| 
newspapers in NeW} chestra lift, the acoustics. the! 

four in Srooglyt, | newly invented luxury-chairs made | 
ther mediums) exclusively for Publix, the colorful 
_ be contact-| ever-new magic in the atmospher-| 
> ha et the | ic Spanish garden effect in the au-| 
under (he! ditorium, ete. . 
tsford, with } 
the organ- 
r extra 


and | 


ente 


Twelve daily 
York City, 
beside the m 
for exploitation ha 
ed: The Home Offi 


| The stage band leader, and the} 
organist also make good institu- 
tional copy that' will have perma-| 
/nent benefit. If Paul Ash is to} 
"} go to the theatre, as a temporary 
ne! attraction, the temporary thought) 
ng a de) should be stressed. Likewise if he| 
¢ thingS | is to be permanent. In either! 
tO NEWS| event, however, none of the insti-| 
billboards,|tytional facts should be over- 
|looked or sacrificed in order to let 
adver-|Ash or any other personality 
Hanff-| dominate the story too soon on 
the campaign. We can always sell| 
a 


OS a eh nl ate RCA MEE tS Te i Sa ARAL ella hoon. pe Me ioe 


nt AP on 


4S kee 


personality, but the theatre insti- 
ional story can only be told ef-| 
tively and with force at its 
wi} opening Suggest that we plan 
l/our ad-copy to tell the institutional 
istory first, and let it dominate, 
with a 1all mention of the fact 
that Ash is to be the personality, 
and then, close to the opening date 
of the theatre, let the Ash name 
mash out in domination of the 
with the institutional 


h 


i : ior uld be made and 

marke tr gle i ed whether we are to call 

the ideas which are still in work.}t theatre the “Brooklyn” 
PROPOSED PLAN FOR EX- or the BROOKLYN -PA R A- 
PLOITATION AND PUBLIC- MOUNT.’ In either event, the 
ITY FOR THE “BROOKLYN- t 


ress of the theatre 


PARAMOUNT” THEATRE > carried in all copy. 


{Planned and submitted by | For supplementary purposes, ajthe Paul Ash Personality Girl 
Benj. H. Serkowich l section of the New York/| quest, and the three winners will 

blix Theatres Corp. ivening Journal Brooklyn edition! get prizes of autos, diamonds, fur 

THE CAMPAIGN IDEA will ssued vs after the| coats, ete., which 1 will get from 
inee Brooklyn for years has! oper f the theatre. We won’t| the merchants free, in return for; 


need it on the opening days (Sat-| tie-up publicity breaks. 
urday and Sunday) but on the! (1) All newspaper and billboard 


} de 1 since Monday, it will help. advertising will be written, ‘and 
FE n ave ion to this, special shock| Placed by us thru the Hanff- 
% 2 as - onderfi will be used. This con-| Metzger Advertising Agency. This} 

- tt ontac the the possible organiza-| agency will investigate the media 


te ee 
n of a civie or quasi-civie body | Selected, and rates, and will take 
to sponsor the collection of a|complete charge of all schedules. | 


‘oO : fund of several thousand dollars.| This accounts for practically all 
c bloc This money to be spent in decorat-|f the appropriation except for| 

eae e = « town with flags; bunting,| about $2,000 which will be used 

he trade nners, ete., for daytime|for additional and supplementary | 

a nd colorful carnival elec-| exploitation as follows: 

= pe ights at street-intersections ¥ (a) Entertaining important | 

€ olong-jat night; for parades, banners,| newspaper editors and public | 

- xist special stunts of civie nature de-| officials, in order to facilitate | 
signed to stampede the town and} special privileges, publicity, etc. | 

ois ie bring people out onté the streets] Banquet to Press, etc. 

‘ : for the benefit of retail-merchants, | (b) Special printing. . 

‘ etc. This money to be spent by | (ec) Expenses incurred in} 
ges : he fund-raisers under my sole di-} handling campaign, such as 

F s rection, as usual, if and when ob-| taxis, hotel bills, luncheons, ete. 

: tained. [ (2) With the newspaper and} 

é ‘de He In order to stay in all newspa-| billboard phase of the campaign 
Co e 'pers every day for several weeks | being handled by Hanff-Metzger, | 
f< : Cc to the prion to the opening of the theatre, | under the direction of Mr. Bots- 
E ré re as the writer of this plan will prepare| ford, the following supplementary | 
t] i OF RS OF ews stories, news pictures, ete,,| ideas will be undertaken. nd 
E LDING for the various daily and weekly| Dearly every case, in the follow-| 

YRLD THEA- publications. Radio and newsreel |ing, the cost to Publix will be noth-| 

TE i that WE claim it tops| media will also be kept in mind.| ing, or almost nothing, except ard 

1] our others, sounds convineing.| This will work up an excited inter-| 4vies for effort involved. 


rsistently im-|est climaxed by the theatre open- ¥ (a) A special section of the } 
permanent ing on November 24th. Brooklyn Edition of the New} 
Two contests for Brooklyn. or York Journal, to be issued on 
bt is that the; New York daily newspapers are November 26, two days after the 
PARAMOUNT thea-| contemplated, with the approval of theatre is opened. This will} 
advantage of knowl-|Mr. Partington of our Publix-| give us the largest circulation) 
of luxury and} Production department already} in Brooklyn, at no cost to us, as! 
eatre injgranted. One contest will be a| the section will be made up of 
; of ADDI-| newspaper-theatre quest for ads from contractors, sub-con- 
wy develop-|twelve (12) of Brooklyn’s most! tractors, ete. The section will) 
g and ope-| beautiful girls, to be trained by be composed of 65 per cent ad-! 
science one of our dance-producers for a vertising and 35 per cent news | 
A third idea is the fact that the| ballet to tour the circuit in a unit| of the theatre, institutional sto- 
Brooklyn Paramount theatre is| show at $45.00 a week, sponsored | ries, pictures, etc. 

the FIRST theatre in the world to| by the newspaper. The other con-| X (b) Stenciled one-sheet 2-col- 
i scially constructed for per-| test in another newspaper will be| or smash on all sidewalks af 


rating seien 


Vv (1) 14 stories designated to hit | Passenger. One storys 


story, 


Vv (m) Newsre: 
en for nationa! 
bution and for 
state where we 
Vv -(n)° 250oe 
Publix towns 
U. S$. broadeg 
salute for a wi 
new theatre, Le 
for three week 


X (0) Mayor to 
sentative in a 
governors and may 
vitation to open! 


V (p) All facto y 
for 10 minutes 
opens, ae 
V (a) Invitatio 
V (r) Tie-up ads @ 
latory ads that hit) 
in advance of op 
several days afte: wa 
papers, in addition 
supplement, ) _ 
X (s) Street parade 
Scouts; R, O. T. r 
| and industrial units 
ners on all trucks, 
owned by city; o 
trucks; on fleet of ¢ 
store delivery trucks, 
V (t) Pageant of 
raise fund to put” 
ored criss-cross festor 
tric lights on impo 
sections of streets, — 
ners, size 30x10 on ea 
streets. Cloth doubi 
| sheet banners, hung 
| With American flags 6 
| ley wires. ‘a 
) Vv (t) Drop theatre qj 
| checks for money frop 
: 
- 
: 
; 


on opening day. 
V (u) Inspire edito la 
newspaper; write “i 
and “Public pulse lett 
V (¥) Get stores to: 
windows and building 
| ry “Welcome - Brook 
| mount” window can 
| committee furnishes - 
| Classy 6-color stencil ¢ 
| VY (w) Paul Ash sum 
| with Ice Cream Com 
drug store chains. 4 
Paul Ash radio @ 
department stores, 
; ; Vv (X) Paul Ash ice @& 
important intersections. dae. Window  tie-u 
V (¢) Posted 8x30 2-color snips | fountains, via a printes 
on all telephone poles, saying) strip delivered a ae 
“this street leads to the Brook- Vance. 
lyn-Paramount—wonder theatre A (y) Free 
of the world. 
Vv (ad) Testimonial dinner by 
Chamber of Commerce to thea-! 
tre owners, with attendant! 
newspaper and other publicity,| ing things were accompl} 
2 weeks before opening. | 1... Seven Hundred | 
V (¢) Trailers in all local thea-| displays were obtained — 
tres five weeks in advance, ad-| cooperation with Mr. Hal 
vertising with “newsreel” shots|making use of the theme 
the various talking points of| ‘Manhattan Cocktail,” Be 
new theatre. sheet music and phonogr 
¥ (f) Brooklyn-Paramount The- | ords. Over 1000 Window 
atre Personality Girl contest to|and news Stand tack ¢ 
get four weeks of daily page one} obtained thru Brooklyn § 
publicity for theatre, costumes! Union Contest. ~ 
provided by local stores with| 2. Several hundred © 
added advertising. | Were obtained through the 
Vv (g) Story and photo in all | of the Crosley Radio set by 
papers nearly every day for) Paul Ash pose with the R 
three weeks in advance. |A half page newspaper ads 
X (h) Free cards displayed in-| eral papers also resulted. 
side and outside street cars say-| dow posters made and dist 
ing ‘‘Use street cars to Brook-| by us. 4 
lyn-Paramount and forget park-| 3. Newspaper ads and 
ing troubles.” displays were also obtained 
¥ (i) One-sheets sniped; tack|Thomas Hair endorsem 
cards; 2-faced ecards on fire-! Paul Ash. 
plugs, mail boxes, etc., all over| 4. A full page ad in Ne 
city. Window displays with| World was obtained free 
chain store tie-ups; tie-up news-|a want-ad tie-up on empl 
paper ads. of the usher personnel. e. 
V (j) 400 local and outstate 5. At-a cost of $100 
weekly, daily and monthly| was a 50% reduction in @ 
papers covered in weekly clip-|"al asking price, the Of 
sheet stories about new theatre,| Radio Broadcasting Ai 
what it has, ete., in return for|¢mployed on the openti 
Press Passes. |This resulted in con 
Vv (k) Paramount-Publix insti-| newspaper publicity as 
tutional booklet to be sold to ad-| Causing valuable mouth € 
vertiser on backpage; booklet) Conversation regarding @ 
not a program but describing|ing of the theatre. The) 
the theatre and policy and Pub-|in the air for seventy) 
lix, distributed opening week in| flying and broadcasting @ 
the theatre. direction of the wri Ps 


2x4 instite 
| stereotype in papers ff 

pass to theatre not ) 
days or Sundays or hell 
In addition to these, 


in AP, UP and INS national| ftom this tie-up made) 
news syndicates, which cover| break on press wire § 
field closely and internationally | (Continued on 
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BROOKLYN-PARAMOUNT NEW 
LINK TO PUBLIX CHAIN 


(Continued from page 6) 


6. The girl flag-pole sitter, 
- who lost an election bet with Paul 
Ash broke into considerable lo- 
cal newspaper space, as well as 
national, through newsreels and 
. press wires. 


% 'ie-ups with Paul Ash in- 
cluded hats, overcoats, wrist- 
watches, hair cures, radio sets, 
- which resulted in full display ads 
and large groups of window dis- 
plays obtained through jobbing 
. distributors. 


8. A unit show tie-up with 
. synthetic pearl company, resulted 
in considerable full newspaper dis- 
. play space out of town. 


9. By authority of Mr. Chat- 
: kin’s signature, theatre managers 
. in all Publix towns went to local 
-broadeasting stations and obtain- 
ed with their local talent radio 
salutes during the week prior to 
the opening of the theatre. We 
‘ have several score of acknowledg- 
ments where this was actually ac- 
complished and it is reasonable to 
suppose that a great many more 
complied with the request but did 
_ not notify us. 


- 40. By arrangement with Mr. 
Cowan and Mr. Partington, vaude- 
ville agencies booking radio talent 
_ over New York and Brooklyn sta- 
tions arranged to have them sing 
_ salutes to Ash, Murtagh and the 
new theatre. 


41. By arrangement with Mr. 
Boris Merros and Ben Black all 
of the music dealers sent their 
song pluggers to radio stations to 
sing salutes to the new theatre. 
Its stories went a week in advance 
and we have acknowledgments of 
nearly a score of important sta- 
. tions covered. 


42. There are no important 
radio stations in Brooklyn but, as 
part of a plan I have in mind, 
whereby additional revenue may 
be made possible to the new thea- 
tre and publicity to every Publix 
theatre, I made an arrangement 
with radio station WBBC which is 
* the most important of the four. 
This station, at no cost to us, in- 
stalled microphones in the thea- 
' tre and for one week prior to the 
opening, radioed our publicity 
- stories several times daily, alter- 
nating with their entertainment 
' and they will keep us on the air 
for one month, at least, at no cost, 
until Mr. MeCurdy and I complete 
whatever permanent arrangement 
we are able to make. 


_ It is my plan to sell the radio 
program to a local advertiser for 
as much money as I can obtain 
for same, the revenue to be di- 
2d between the performers and 
theatre. 


Eee Several hundred publicity 
tories were written, most of them 
by myself. These have been mi- 


available for any future theatre 
enings, since nearly all are of 
an institutional nature. These 
stories were used day by day in 
daily and weekly ‘newspapers and 
other publications for several 
weeks prior to the theatre open- 
ing and also in the New York 
_Journal supplement; Standard 
‘Union Special Edition and the 
Chamber of Commerce Magazine. 
These publicity stories totaled, ap- 
proximately, 100,000 words, the 
_ equivalent of a full length popu- 
é lar novel, 
14. Fifty or sixty news photos 
: nd captioned for pub- 
_ lication various newspapers, 
: XN of these were made by 
_ staff photographer, 
n and his assistants. 
‘e made by the press 
photographers. Many 
tographs have been 
cireuit distribution. 
ition, Art, Music, 
an magazines were 
ies and pictures. 
be personally di- 


Standard 
ntest called 
ssadorette,”’ 
Yy quest in con- 
ne new theatre. 


This contest kept us in the news- 
papers for several weeks prior to 
the opening and will keep us in 
the newspapers for several weeks 
after the opening for half page 
and full page layouts in which 
institutional facts are carried. 


In addition to this the prize 
winners will obtain considerable 
national publicity when they go on 
tour, due to the credentials they 
will carry from Brooklyn organi- 
zations addressed to prominent 
organizations in each Publix city. 
This contest also obtained three 
sheet-flat banners on both sides 
of about 100 of the newspaper de- 
livery trucks; on about 1000 
news-stands with tack cards in 
about 1500 store windows with 
special window streamers all of 
which carried the opening date of 
the Brooklyn-Paramount theatre. 
Samples and photos of same are in 
the scrap book. 


16. The Chamber of Com- 
merce has a magazine of ten 
years publication prestige which 
was used for several months be- 
fore the opening to carry publicity 
stories designed to enlist mer- 


chant tie-up cooperation, as well 


as sell the theatre to Brooklyn 
business men_ as an important 
economy factor. In addition to 
this, the entire issue of the maga- 
zine was turned over to me to 
carry our entire institutional 
story. Those magazines were dis- 
tributed, free of charge, in. the 
theatre during the opening week 
and were mailed to every Cham- 
ber of Commerce in the United 
States. 


After considerable maneuvering 
an honorary luncheon was ar- 
ranged for members of Publix 
and Paramount, selling us as an 
important economic factor. This 
resulted in considerable prestige, 
as well as publicity several weeks 
before the theatre opened, which 
gave us a proper importance with 
the industrial interests. ~ 


17. Seven hundred and fifty 
beautifully colored process posters 
were made by our Poster Depart- 
ment and distributed in downtown 
windows, welcoming the new thea- 
tre. All of the Ludwig-Bauman 
stores carried newspaper ads and 
window tie-ups on Paul Ash en- 
dorsing their piano. 


18. The Postal Telegraph Com- 
pany, which controls the Tele- 
photo transmission device ar- 
ranged with Van & Schenck in 
Cleveland to send an autographed 
picture to Paul Ash, likewise 
Paramount movie stars in Holly- 
wood. The Postal Telegraph plans 
to use some newspaper tie-up ads 
in every city on this idea, as well 
as window display material. 


1 


see 
sand dollars obtained by a POPU- 


meographed so that copies will be LAR subscription to the “Greater 


Brooklyn Boosters League,’’ which 
unanimously elected me to spend 
same in the interests of a gala 


A fund of several thou-| 


EVERY] 
WEEKs 


Glance thru the back-is- 
sues of PUBLIX OPIN- 
ION and be reminded of 
a hunch or two to use to- 
day! 


T. Y. Walker Spouts 
On His Theatres 


City Manager T. Y. Walker of 
the Publix Theatres, in Anniston, 
Alabama, keeps his theatres in the 
public eye by mingling in local 
activities and making speeches be- 
fore various clubs in the con- 
munity. 


Manager Walker spoke. about 
the sound installation at the new 
Ritz theatre before a luncheon at 
the Exchange Club, explaining 
some of the details of the develop- 
ment of sound pictures and dis- 
cussing the growing favorable sen- 
timent towards it. He also spoke 
at the Rotary club telling the 
members how the modernly equip- 
ped theatre would help merchants 
by an increased drawing power 
into the city from neighboring 
communities. Both these talks 
were favorably commented upon 
by the newspapers. 


the Brooklyn Paramount Theatre. 
One third of the space, including 
the front page was devoted to the 
institutional publicity — stories. 
This in itself was a gigantic task 
involving a mass of detail. The 
ads were obtained through co- 
operation of our various depart- 
ment heads, particularly, Wm. 
Saal, Frank Cambria, and M. J. 
Mullin. The follow-up work on 
this phase of the special section 
was done by Mr. Raymond 
Puckett, whd handled same in a 
very capable manner. The stories 
and pictures in same were de- 
scribed in the foregoing. 


Half a dozen news reel subjects 
were arranged and executed for 
release on our Own screens and 
nationally where the subjects had 
sufficient merit. The election bet 
flag pole story carrying the Paul 
Ash Brooklyn-Paramount sign 
broke into all our opposition thea- 
tres through Kinogram News reel. 


21. Proclamation and speech 
for Borough President was writ- 
ten and arranged for movietone 
presentation and newspaper pub- 
lication. 


21. Special advertisers were 
solicited to buy néwspaper space 
in New York Journal and other 
newspapers congratulating the 
new theatre. 


23. At least, four and possibly 


eelebration in honor of the new! five stories were sent out over the 


theatre. 


This celébration took/telegraph press 


syndicates and 


the form of expending all funds! were published in papers all over 


for the purchase and placement 
of banners, tack cards, etc., on 
all public highways, city property, 
telephone lines and with the 
transportation systems. Permits 
for same being granted, despite 
ordinance to the contrary because 
of the civic nature of the enter- 
prise. The area covered included 
the entire downtown business dis- 
trict, the borough hall district and 
all important transportation trans- 
fer corners. Hight hundred dou- 
ble faced cloth one-sheet banner- 
ettes and one-sheet tack cards 
carrying only the theatre name, 
location and opening date made 
the center pieces of each decora- 
tive streamer of pennants. The 
proclamation from the borough 
President calling for public cogni- 
zance of the new theatre resulted 
in many voluntary tie-ups. The 
front of the theatre was decorated 
out of this fund at that time. 


20. The biggest newspaper 
supplement ever published in New 
York in conjunction with any en- 
terprise was published by the New 
York Journal for the opening of 


the world, thus nationalizing the 
theatre. 


24. A special appeal by Mr. 
Botsford and the writer to all 
Publix managers and _ publicity 
men obtained the first concerted- 
strength selling effort. This took 
the form of stories about the new 
theatre in local papers as well as 
local radio salute idea. 


This proved highly successful. 


A great many other things were 
attempted without results and 
some with results, which have 
escaped the memory of the writer 
in the rush of the theatre opening. 
The scrap books on the opening 
are not fully posted, due to the 
chaotic conditions surrounding the 
opening. However, these will be 
completed as quickly as possible. 
As the scrap books now stand a 
rough idea of the magnitude of 
the selling job may be obtained by 
any one, who wishes to look at 


same. 


This completes the report on 
things accomplished. 


Election Gag Gets 
Space As Usual 


An effective exploitation in the 
line of an Election Day gag was 
staged by Manager Edward A. 
Smith, of the Minnesota Theatre, 
Minneapolis, Minn., who had his 
popular band leader, Al Mitchell, 
roll his baton for six blocks about 
the theatre in payment of an elec- 
tion bet on the “morning after.” 


Both the Minneapolis Star and 
Tribune ran stories and pictures 
of the event. To make it more 
convincing, the stories carried the 
information that Mitchell hailed 
from New York while Manager 
Smith came from California, 
hence the choice in the candidates. 


BORIS MORROS 
NEW PUBLIX 
MUSIC CHIEF 


(Continued from page 5) 
Nathaniel Finston in charge of 
the music for all the Publix thea- 
tres throughout the country. 

Recently when sound became so 
important in the picture indus- 
try the Paramount Picture com- 
pany felt that it meeded Mr. 
Finston to be in charge of its new 
work. The logical successor to 
him as General Musical Director 
of the Publix Theatres Corpora- 
tion was Mr. Morros, who is now 
opening the Brooklyn-Paramount 
Theatre in that capacity. 


Although his rise is phenomen- 
al, it is easily explainable to his 
intimates and associates in the 
amusement world. His new posi- 
tion opens new fields to conquer 
and Publix has put its trust in a 
man that it knows can do the job. 


NON-SYNC SHOW 
BY MUSIC DEPT. 
MAKES BIG HIT 


(Continued from page 5) 

at the Paramount theatre and in 
houses throughout the country can 
now be played with mom syne in- 
terpofations instead of hiring ex- 
pensive human talent. A grand 
opera overture like Faust entailing 
the hiring of solo vocalists and im- 
mense choruses can now be put on 
with two or three records for the 
arfas, duets and choruses. The 
Music Dept. has prepared and dis- 
tributed a cue sheet of a Faust 
overture with non syne interpola- 
tions which was played at the Den- 
ver Theatre on the occasion of its 
anniversary week te marvellous ef- 
fect. Im addition to Faust, we have 
prepared a non sync and orchestra 
or organ cue sheet for the Living 
Masters Overture, a Thanksgiving 
Overture called Plymouth Rock and 
several others. We have prepared 
eue sheets for film novelties like the 
Love Charm and a Thanksgiving 
Reel, and a color film called Where 
Skies are Blue. All of these have 
been played at the Paramount- 
Riveli and Rialto theatres and will 
be even more effective in smaller 
cities. The Music Dept. is being set 
up to furnish even more of these 
novelties. We are working on a 
plan to have a non sync novelty 
prepared for practically every na- 
tional and religious heliday. We 
will try to do our share, but this 
should not prevent you and your 
own musical directors from think- 
ing along these lines and preparing 
and putting over even more and 
other novelties, 

“The programs just shown to you 
will give you an actual visual rep- 
resentation of the work we are try- 
ing to do. All that has been shown 
te you is available for your im- 
mediate use. At all times we stand 
ready to serve you with suggestions 
and assistance—it remains for you 
to put these into practice in such 


a way to make the sound equip- . 


ment in your theatre an actual box 
office draw. We welcome all sug- 
gestions and advices bred of. your 
own experience in the field that you 
can give us. Everyone with a 
‘sound” idea should disseminate it 
so that all of us here can benefit” 
therefrom.” 


The Psychology of Approach 


PPROACH resolves itself into making allowance for idio- 
syncrasies, understanding the point of view of the person 
being dealt with, getting at his problems and interests, appre- 
ciating his prejudices, feeling or sensing the whole situation, 
and then re-presenting the facts in a more acceptable form to 
give him perspective so that he can work with you and not 


against you. 


It is no exaggeration to state that he will accept any sound 
premises (the necessary first step of mutual gccomplishment) 
if they are properly presented—that means complete under- 
standing and the elimination of constraint, which in turn are 
dependent on, mastery of the situation and the highest degree 


of self-control. 


Rules and principles of control: 
NEGATIVE 


Never lose your temper 
Never get excited 
Never appear suspicious 


Never appear to be in a hurry (that does not mean to dawdle, 
which would be equally bad) 

Never use force when any other possibility is open 

Never antagonize, no matter what the provocation 


POSITIVE 


Sincerity 


ts essential—genuine interest in people, real sym- 
pathy for and understanding of their problems. 


Resourcefulness 


—when persons being dealt with see that you 
can grasp their problems, they develop faith in your ability 
and they are willing to rely on your judgment. 


Poise 


inspires confidence, creates respect, carries conviction, 
breaks down the gloom, takes away the drabness, and itself 


imparts poise. 
Cheerfulness 


is contagious, and effective. 


Frankness 


cions. 


makes explanations easy and does away with suspi- 
There should never be any mystery or concealment, 


never prevarication: otherwise there will not be moral 
force enough behind statements to drive them home; there 
is nothing that will break down confidence and respect 
more than the discovery that the person confided in has 


misrepresented the facts. 


Similarly damaging to workable 


relationship is betrayal of confidence. 


Patience 


and tact disarm suspicion and jead people into mak- 
ing disclosures they otherwise would conceal. As a matter 
of fact, people really want to tell their problems, but that 
must be made possible for them. 


Courtesy 


almost always calls out an immediate response. It 
can do more than any one thing to put every one at ease 


and establish friendly relations. 


No one can afford to fall 


- below certain levels of courtesy. 
NELLIE L. PERKINS, Ph.D. 
(Reprinted from “Tue Executtve”) 
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“Paramount leadership — yes- 
y, today, tomorrow and al- 
was the ringing keynote 
all the talks during the first 
f the Branch and District 


ought home to the delegates by 
ie stirring messages of Messrs. 


ing release and the mar- 


s product being lined up for | 


929-30 program. 
line up of Paramount All 
ng Shows presented by 
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THEME SONGS IN PICTURES 


Synchronized pictures are rapidly taking the place of the 


songs. The pictures play 


learn the latest songs. Suggestions for 
Publix Opinion.. Keep hammerin 


THEATRE FOR THE NEWEST SONG HITS OF THE DAY!" 


PICTURE SONG 


Manhattan Cocktail 
Wolf of Wal! Streét 
Shopworn Angel 


Wolf Scrg . 
Abie’s Irish Rose .... 


PARAMOUNT 


PUBLISHER 


Another Kiss, Gotta Be Good Famous 
Love Take My Heart 
Precious Little Thing Called Remick 


musical comedy in popularizing new 
in your theatres. Make the people of your town come to your theatre to 
plugging theme songs were printed in previous issues 
€ away at your public with this slogan: 


of 
“LOOK TO THIS 


HOW USED 


Sung by Nancy Carroll 
Sung by Baclanova 
. Sung by Nancy Carroll 


Sung by Lupe Valez 
Sung by Nancy Carroll 
In Score 


Out of the Dawn, I’m Just Donaldson, Douglas & 


Wild About A Baseball Game 


Wings 


Wedding March Paradise 


Gumble 


Sawdust Paradise ........ My Heart Belongs To You .. 


Beggars of Life 


rs. Kent and Lasky worked | 


delegates up to a pitch of 
nthusiasm that has never 
een equaled at any previous 
ition. When the delegates 
ed hame to sing the praises 
pictures in the ears of 
salesmen, bookers and ad 


anagers, they were pre-| 


Russel Holman’s book- 

ntitled, “The Next Step For- 

in Motion Pictures — 

amount All-Talking Shows” 

ose dozen big pages plus the 

tatement by Mr. Lasky 

ave told them ‘What all 
10utin’ is about !’” 

are fortunate to have 

nee’ as our first talking 

e,” said Mr. Kent, “for it 

first to really win the 

f the newspapers critics 

heretofore shown their 

or the new mode of en- 

ent. They all hail ‘In- 

ice’ as the best yet made, 

about it.” 


TH ANNIVERSARY © 


ent reminded the dele- 
that next year will be Para- 
’s fifteenth Anniversary. To 
te this event and to back 
magnificent accomplish- 


‘Man, Woman & Wife .. 


The Awakening .......... Marie 
Revenge Revenge . 


Two Lovers ............. Lenora 


Beggars of Life 


Snyder 


ARTISTS 


UNITED 


5 Vee Sin cee oeme sere IRemICK 


POMIBOSE 20s 5cc ee « Ate a Out of the Tempest 


Battle of The Sexes 
Battle of The Sexes 


Ramona sign do tees acess -... Ramona 


Masquerade Where is 
For Me 


Just A Sweetheart 
Rose in the Bud 


the Song of Songs 
Berlin 


;.. Waterson, Berlin & — 


Sung in Score 
. In Score 
Sung in 
In Score 


Score 


In Score 


Sung by Male Chorus 
: In Score 
In Score 
. In Scoré 
. In Score 
. In Score 
In Score 


; Sung as a solo by female 
lead 


In Score 


In Score and sung by 
Lupe Valez 


METRO-GOLDWYN-MAYER 


Alias Jimmy Valentine 
Show People 
Masks of the Devil 


White Shadows of 
South Seas . 


... Love Dreams 
CPORSs SROAGS os oy oe Soe Ky dialere ais PRO MINAS secs Seo hoe sae ns 
Live & Love 


Robbins 


.. Love Can Never Die 


Man Who Laughs ..... .. When Love Comes Stealing 
Into My Heart 


Melody of Love ....... ... My Sweetheart 


Give & Take ............ Give & Take . 


Mr. Lasky and the Pro-| 


Department, a _ contest 
taged which is expected 
8, in results, anything 
S ever been attempted 
re. ; 


ukor gave a great talk in 
thanked every employee 


tire Distribution Depart- | 


rom the bottom of his heart 


will iead,’’ said Mr. Dembow. 
man power is keyed up to al- 
s leads and nothing on earth 
keep them from so doing. We 
never in a better position 
we are right today, and all 


Romance of Underworld .. Judy 


Mother Machree 
The Red Datice 


Mother Knows Best 


Four Sons 
Fazil 


Captain Swagger 


Captain Swagger 
PURPA ORE CC ais ou ites Ae ay A Girl of My Dreams 
Dream River 


Marked Money 
Show Folks 


sound studio. ; 


ust as great 
It is miles 


y the begin- 
ds set for 


Mr. Kent introduced William De 
Lignemaire, General Manager for 
Anne Nichols, as one of the great- 
est salesmen he has ever known. 
Mr. De Lignemaire showed how 
faith in a proposition—stage play 
of ‘‘Abie’s Irish Rose’’—backed up 
with earnest endeavor, brought 
unparalleled success, even with 


. | everybody against them. 


MR. KATZ’S INSPIRING TALK 

Mr. Sam Katz gave another of 
his usual inspiring talks, urging 
a fuller cooperation of the Para- 
mount managers with the Publix 
Theatre and district managers. 


yf} He paid a pretty tribute to Joe 


Unger for his splendid assistance 
and advice on New York state mat- 


eas 


Little Mother 
Neapolitan Nights 
Angela Mia 


Berlin 


WILLIAM FOX 


DeSylvia, Brown & 


Henderson 


Mother Machree 
Someday Somewhere 


Henderson’ 


Henderson.... 


PATHE 


Jack Mills 


ters. Mr. Katz also complimented 
the Paramount field force which, 
he said, stands unchallenged as 
to records made and emergencies 
met. He asked that their surplus 
energy be turned over to their new 
associates, the Publix managers, 
who can always use a fresh view- 
point and the ideas, encourage- 
ment and stimulation of their ‘‘big 
brothers.’ 
ADVERTISING CAMPAIGN 


The gigantic newspaper adver- 
tising campaign prepared by 
Messrs. Holman and Dillenbeck, 
tying in with the local showings 
and actual dates of the twelve 
Paramount 100 percent talking 
pictures, will greatly help in 
making the entire amusement-go- 


Morris Music Pub. Co. .. 
Lewis Pub. Company 


In Score 

Sung ~ 

... In Score 
In Score 


In Score 


In Score 

In Score 

In Score—sung as duet — 
sung by two leads 

In Score 


In Score 


In Score 


DeSylvia, Brown & 


In Score 


Sally of My Dreams ........ DeSylvia, Brown &, 
Henderson ..... 


Sherman, Clay & ee ace 
Sam POs Ok ys % 2 
Ga ca one wy ...» DeSylvia, Brown & 


betwee gs OULS 
In Score 


ise +». Sung 


You’re Wonderful... 2..0. 2. Sherman. Clay ........ .+. In Score 
Ribo, Bloedon & Long 


Score 
Score 
Score 


Score 
Sung and Danced 


ing public Paramount minded, it 
was brought out. 


The big 100 per cent talking 
pictures to come, which are not 
included in the Holman broadside 
are “Close Harmony,” ‘“Fhe Dum- 
my,’ “Darkened Rooms,” ‘‘The 
Hole in the Wall,” ‘“‘The Studio 
Murder,’” ‘“‘A Genius is Born,’ 
“Gentlemen of the Press,” and 
“Dreams of Oude,” (tentative 
title.) 

Added to these are the foliow- 
ing pictures with so much talk and 
sound effects that they can safely 
be styled as all talking: Richard 
Dix in “Bull Dog Drummond,” 
Baclanova in “‘The Russian Bal- 
let,” Chevalier in “Innocents of 
Paris,” Wallace Beery in “Tong 
War,” “‘Apache Love” and others. 


XMAS CHEER 
BOOKS NOW 
ON SALE 


The annual pre-holiday cam- 
paign for the selling of Christmas 
Cheer Books during the month 
of December is on. Many of 
our theatres have already re- 
ceived their books, together with 
the holly bordered envelopes in 
which they are sold, mats, sug- 
gested sketches for lobby cards 
and trailers to plug the sale of 
the books. 

These books are sold in two 
denominations, $5.00 and $2.50. 
Each book contains coupons in 
three denominations 25 cents, 10 
cents and 5 cents.. The books, 
sell at face value, there being no 


discount. Coupons from the 
book must b€ exchanged at the 
box office for regular admission 
tickets. 


REDEEMABLE AT THEATRE 


The name of the theatre is im- 
printed on the front of each book 
and coupons will only be redeem- 
able at the theatre where the book 
is sold. They are not transfer- 
able or interchangeable as was the 
case with Chex books. The 
physical makeup of the book and 
the method of handling on box 
office reports are practically the 
Same, however, as was the case 
with Publix Chex. 


From past experience, it was 
learned that these books must be 
“sold” and not merely placed on 
Sale. It is not the desire of the 
Home Office to have managers in- 
augurate an expensive selling 
campaign but rather to push the 
sale of Cheer Books in every pos- 
sible way which doesn’t cost 
money. 


A trailer has been made up > 
which should start running as 
soon as the books are received. 


The Home Office is expecting a 
complete sellout of books and the 
earnest cooperation of every man- 
ager will be necessary to make 
this possible. 


TABLES IN THEATRES 


Wherever practical it will be 
advisable to establish a special 
table in the theatre for the sale 
of the Books, arranging an attrac- 
tive display, ete, The trailer 
should be run at all performances. 
The slugs will appear in all news- 
paper ads. Good lobby display 
is highly es8ential. 


If the theatre has an up-to-date 
mailing list it can be used to ad- 
vantage for Cheer Books. Per- 
sonal solicitation is excellent and 
employers, whose custom it is to 
remember their employees at 
Christmas time should be called 
on and acquainted with Cheer 
Books. There are dozens of other 
ways of familiarizing patrons with 
Cheer Books, which do not cost 
money. If the local management 
will get behind the proposition, 
the Home Office feels confident 
that there will be no Books re- 
maining after the Holidays to be 
returned. 

The supply is limited, each man- 
ager receiving 250—$5.00 books, 
and 250—-$2.50 books. Once these 
are sold, no more will be sent 
them inasmuch as all shipments 
of Cheer Books have been stopped 
by this time. 

These books will not be placed 
on sale in all theatres, so it is 
possible that the theatre getting 
the books may be the only Pub- 
lix house in town where they are 
on sale. 

Should there be any questions 
regarding Cheer Books and their 
sale, the managers are requested 
to communicate with Mr. L, 
L, Edwards of the Home Office, in 
order that all the details may be 
ironed out. 
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TALKIES! 


The wonders of Vitaphone and| 


Movietone will mever cease! Man-! 
ager W. G. Mitchell, of the Salem) 
Theatre, Salem, has discovered | 
two mew and perhaps important 
wonders. 
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SELL YOUR BAND-LEADERS THIS W 


J. C. Furman, in charge of publicity for the Metropolitan Theatre, Houston, Texas, sold this 


advertising svlicitor of the paper. 


this idea across proves its reudy appeal and affectiveness. Why not try Wt in your raonwrn ? 


2 THE HOUSTON CHRONICLE 
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RESPONSE LIKE 
THIS MAKES 
SERVICE EASY! 


Atlanta, Georgia. 
November 8th, 1928. 
Mr. Miller 
Mr. Holliday 
Mr. McKoy | 
Mr. Smart 
Gentlemen: 

Please see page 3, PUB- 
LIX OPINION, week of Oc- 
tober 27th and note the or- 
gan stunt for SINGING 
FOOL—Hither in the house 


in which you have sound or 


in the other house you can 
accomplish something along 
this line. 


The Capitol-Macon has al- 
ready arranged for this with 
non-synec, organ and slides. 

I also wish to call to your 
attention (same issue MAN- 
AGERS NOTE, page 7) re- 
garding use of the song, 
MEMORIES OF FRANCE in 
connection with Armistice 
Day. 

PUBLIX OPINION is full 
of good ideas—take them 
and use them. 

‘ M. S. Hill, 
District Manager 


EFFICIENCY PLUS! 


It occurs to me that you 
_ might be interested in know- 
ing of the refund situation 
on the “Singing Fool” for 
our first two weeks engage- 
ment. To me it shows one 
or two things, either that 
our organization was effi- 
cient in handling enormous 
‘crowds or the public was 
willing to stand for all petty 
‘annoyances in order to see 
the “Singing Fool.” 


On the first week we 


, P layed to 60,730 people and 


I 148 refunds on the 
week, the largest single day 
being 44 on Sunday, which 
was the second day of the 
showing. On the second 
week we played to 47,993 
and had 71 refunds, the 
largest amount being 18 on 
Saturday, the first day of 
showing. 


Very sincerely yours, 
Cc. C. PERRY, 


Zoneaeek, Newman Theatre, 
Kansas City, Mo. 


a 


Manager E. R.. Rogers 
ceived the idea of broadcasting 
the musical theme of “Lilac 
Time’ from within the theatre to 
without—to people on, the streets 
in advertising that. picture when 
playing at the Publix Tivoli Thea- 
tre, Chattanooga, Tenn. 


Since there was a silent picture 
playing during the three days in 
advance of “‘Lilac Time,’’ Rogers 
found excellent use for the Vita- 


phone. A mammoth horn made 
out of beaverboard was placed on 
top of the theatre roof and this 
was connected by wire to the Vita- 
phone which kept playing the 
record, ‘‘Jeannie I Dream of Lilac 
‘Time.”’ 


The music could be heard for 


six or seven blocks away. And be- 


- SMALL 


The cry is often heard that 
slender advertising budgets 


_ make it impossible to buy news- 


‘paper space that dominates at- 
tention. Here are some ex- 
amples of small ads that have 
force and neatness and selling 
power. The cost of the art- 
work and engraving is smail 
compared to the value of ext- 
tention-getting qualities in 
small space. All it takes is a 
lot of thinking about layouts. 


ART-ADS THAT 


Boston Publix Theatres get good value from small space. 


“JUMP?” 


Paradise’ 


with HOBART BOSWORTH Im a 
whirlwind comedy-drama “‘hit’’ 


RODEMICH 


AND THE POPULAR PUBLIX BAND § 
in a dazzilng.stage surprise 


with ART FRANK and a 
host of stars and beauties! 


“MAUD MULLER"—A Colorart Gem 
filored from the famous pocm 


“RITZ REVIEW—FOX MOVIETONE 


Doors open at 11:15 A, BM. 
25e before 1—4 Big Shows 


and 
FAMOUS BANO 


PUBLIX OPINION, 


con- | 


‘ing from—thus attracting a 


WEEK OF DECE 


cause of the echoes from the: sur- 
rounding buildings it was almost 
impossible for people on the street 
to tell where the music was. com- 
great 
deal of attention and causing 
much comment. 

A tie-up with music dealers on 
the song plug started four weexs 
in advance of showing. Each of 
these music merchants had co- 
operative window displays and 
also pasted stickers on every rec- 
ord sold. Copy on these stickers 
read, ‘“‘A record you will want— 
JEANNIE, I DREAM OF LILAC 
TIME—Sung by Gene Austin — 
the theme song of LILAC TIME 
starring Colleen Moore—TIVOLI 
—Oct. 22-23-24.” 


PROMOTION FOR 
SMART 


Bffective immediately Mr. Roy 
Smart is City Manager at Palm 
Beach and West Palm Beach. 


EMBER &th, 


| start after the reopening of Par 
| duction of 


| added attraction to ‘“‘Interference 
| with Cantor. 


f | Son’s “Because My Baby 


JEAN 


5 Oss 


oe as 


CHARLES 


me ROGERS 
wancy CARROL. 


The Poster Art Department un- 


efforts. Every Thursday we 
down to the 8th floor 


kick out 
something 


Here’s, one of the two big- 


‘“‘Abie’s Irish ? 
Joe Fronder. 
possible for us to reproduce it in| 
| all its brilliant colors for we think 


Rose, 


one nie ee COMPELLING 2 24 SHEETS F OR ‘ABIE? 


der the direction of Frank Blakely| agers, and with the proper 
continues to exceed past splendid| behind it on the part of 
go|and Ad Sales Managers 


the display of new material and| were an advertising manager of : 
| every week we get a great |} 
/of seeing 
| new. 


strikingly | ter seat filling insurance than our 


punch, story-telling 24 sheets for! sound version, 
painted by! to be pasted over the words ‘‘Now! 
We wish it were|it’s 


it is one of the finest 24 sheets the chronized version, 
| Ad Sales Department has evra great show it is! 


1928 1] 


BIG NAMES IN 
TALKIES SHORTS 


hopped off to an early 
The pro- 


The production of all-talking 


sland studio. 
these shorts is in che Cowan, for a long 
time head of the production department for Publix Theatres, assisted 
by Larry Kent ¢ and with Joseph Santley as director. 


EDDIE CANTOR'’'S PICTURE 


“2E 


Eddie Cantor’s two reel picture, exhibiting his versatility as a 
| singer, comedian and entertainer, brings him to the public as a per- 


sonality in a sense never realized before in places off the line of his 
road-show traveling. The peters. called ‘‘Eddie Cantor, That Party 
in Person.’’ It is shown at the Criterion Theatre, New York, as an 
Bobbe Arnst of ‘‘Rosalie”’ appears 


THEY ALL LOOK GREAT 


Ruth Etting, another Ziegfeld star and known also as “the sweet- 
heart of Columbia Records,’’ has made a one-reel film, recording her 
singing of Irving Berlin’s ‘‘Roses of Yesterday’? and Walter Donald- 
Don’t Mean Maybe, Now.” 

Other short subjects aiready completed or nearly so are Elinor 
Glyn speaking on ‘‘What Is ‘It’’’; Borrah Minevitch and his troupe 


of boy harmonica players from Hammerstein’s “‘“Good Boy’; and a 
sketch, “One Word,” written and directed by Joseph Santley. ‘‘One 
Word,’ is a novelty applying the efficiency principle to drama, 


eliminating needless words. The three Giersdorf Sisters, singers, seen 
on the stage in ‘‘Cross My Heart,’’ are soon to be recorded. 

The studio also has turned out two talking pictures to be dis- 
tributed by Paramount for the benefit of the Actors’ Fund and the 
Authors’ League Many of the most distinguished stage stars on 
Broadway have given their services for these pictures. They are 
“Night Club” from the story by Katherine Brush, and “The Pusher- 
in-the-Face”’ by F. Scott Fitzgerald. 


MANAGERIAL STAFFS IN CHICAGO 


The following Managerial Staffs are in charge of Chicago 
theatres, according to annouhcement of L. H. Dally, supervisor 
of theatres in Chicago for Balaban & Katz-Publix. 

; EXECUTIVE OFFICES 
Director of Management.......... Mr. Jack Knight 
Supervisor of Theatres............ Mr. L. H. Dally 
Secretary to Director of Management, 
Mr. J. F. McDonald 
Secretary to Supervisor of Theatres, 


F Mr. P. J. McMorrow 
CHICAGO ORIENTAL TIVOLI 
175 N. State St. 20 W. Randolph St. 6329 Cottage Grove 
Manager...... Mr. M. C. Concannon Mr. R. C. Bruder Mr. R. L. Davis 
Ist Asst.. Mr. E. Levin Mr. C. E. Geisman Mr. M. Connor 
2nd Asst...... Mr. ©. A. Cottle Mr. W. B. Holden 
Treasurer..... Mr. B. Cobb Mr. J. Randolph Mr. J. Farmer 
MICHIGAN UPTOWN MCVICKERS 
4816 Broadway 25 W. Madison St. 
Mr. C. F. Strodel Mr. N. M. Platt Mr. G. L. Brandt 
Mr. A. B. Shaw Mr. S. Goldfinger Mr. G. R. Tabor 
Mr. M. C. Osborne 
Mr. D. Van Stone Mv. R. D. Hayer Mr. L. C. Walwrath 
ROOSEVELT HARDING SENATE 
110 N. State St. 2714 Milwaukee St. 8128 W. Madison St. 
Manager..... Mr. A. L. Haynie Mr, H. Lustgarten Mr. H. J. Potter 
Assistant..... Mr. S. D. Soible Mr. L. Fitzsimmons Mr. E. M. Worsham 
CENTRAL PARK NORSHORE PARADISE 
3585 W. Rooseyelt St. 1749 Howard St. © 231 N. Crawford St. 
Manager...... Mr. I. M. Schwartz Mr. D. Balaban Mr, E. E, O'Donnell 
Assistant..... Mr, C. N, Burris Mr. S. Felch 
Treasurer Mr. M. Zidman Mr. B. W. Feldman 
TOWER MARYLAND RIVIERA 
1528 E. 68rd St. 855 E. 63rd St. 4746 Broadway 
Manager..... Mr. O. F. Knight Mr. A.M. Eisner Mr. D. Balaban © 
Assistant..... Mr. H. C. Meyer Mr. A. P. Conroy Mr. R. L. Kalver 
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been able to offer to theatre man- | 
push 
Salesmen, 
it should 


elements that enabled the stage 
production to stay 5 years on 
3roadway to crowded houses. Nan- 
ey Carroll will captivate every au- 


to look at|enjoy' a tremendous sale. If we! dience with her singing of the 
theme song, “‘Rosemary.” Jean 


theatre we couldn't want any bet-| Hershelt’s recitative of the Jewish 
prayer for the dead will wring 
every heart. The oath of aile- 
giance to the flag rendered by the 
school children will thrill every 
good American. The score and in- 
s on the screen. cidental sound effects add further 

What A Show! to an already perfect entertain- 
We have seen the complete syn-| ment. Another formidable reason 
and boys what! why this is Paramount’s greatest 
It has ali the year! 


with such paper. 
that will play the 
strips are available 


city plastered 
For theatres 
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The Official Voice of Publix 


pinion || 


Vol. II Publix Theatres Corporation, Paramount Building, New York, Week of December 8th, 1928, 


“I don’t believe any one of us in Publix is so smart that he is ready to close up the book of 


something he knows completely. The book never closes. There is always something new e —Sam K 


BUS DRIVERS 
PLUG HIS 
— SHOWS 


Realizing that drivers of inter- 
city busses, which now operate 


FILE THIS! IT WILL HELP PLAN P 


“Watch Publix Opinion jor this service in every) 
trade papers for it, too! 


“Leave no stone unturned to give Publix the 
high standing it holds in the world of theatres.” 


Publix S Opinion 
Published by and for the Press Representatives and Managers of 


PUBLIX THEATRES CORPORATION 


SAM KATZ, President LENGTH OF FEATURES 


A. M. Borsrorp, Dr. Advertising BENnyJ. H. SerKowicn, Editor 
Contents Strictly Confidential. 


LOYALTY 


“To thine own self be true, 
And it musi follow, as the night the day, 


throughout the country, come in 
close personal contact with theu- 
sands of potential theatre patrons 
daily, Manager Robert E. Hicks, 
of the Howard Theatre, Atlanta, 
Ga., has just worked out a plan 
whereby the theatre will capitalize 
on this contact. 


Dixie Coaches, Inc., operate 22 
large motor busses throughout 
Georgia, all radiating out of At- 


Subject Make 


West of Zanzibar—7 reels (non-syn.) Metro. 


Gang War (R. C. A.)—10 reels (syn.). F.B.O. 7 


Avalanche—6 reels (non-syn.)........ Para. 6 
Man, Woman and Wife—8 reels (syn.) Uni, 
The Haunted House—7 reels (syn.).. FN. 
The Shopworn Angel— 

8 reels {nOR-SYR) fe os ea ew ake Para. 
Romance of the Underworld— 


Thou cans’t not then be false to any man.” 
“There are, in every organization, men, big or little, who, rest ry grt a 
through their selfish personal ambition, try to tear down the very | smanier cities of Gaersa Wate At. 
structure of another man’s work for their own gains. Sitting on |lanta each week, and most of these 
the side lines one sees this daily happening in our own organization | are potential theatre patrons. 
—in the individual theatre operation and into the districts. In| With the cooperation of the 
reprinting this article it is hoped that those who read it may analyze | management of the bus line, the 
and take stock in themselves. Publix is an organization with unity a now cntertains the 22 bus 
Sg rivers and their wives, if any, at 
of purpose and its man-power must stand as one in its loyalty to | one of the opening day perform- 


its leaders.” ances each week. The drivers, in 
returm, are to plug the show 
throughout the week to all bus 


Woman of Affairs—10 reels 
(non-syn.) 

Three Week Ends—6 reels (non-syn.) 

Outcast (Vitaphone)—8 reels (syn.).. 

Someone to Love—7 reels (non-syn.) 

Adoration (Vitaphone)—7 reels (syn,) 


LENGTH OF TALKING SHORTS 
Warner Brothers Vitaphone 


—Rivoli ‘Spotlight. 


* * & * 
(Quotations by Winsor McCay of the New York American) 


“The greatest quality in a nation is justice.” “The 
greatest quality in a man is LOYALTY.” 


“LOYALTY is honor and disloyalty infamy and dis- 
grace. LOYALTY is the quality that makes family life 
beautiful and true and makes national life possible. 
LOYALTY is the cement of friendship. Without it 
friendship has no reality. LOYALTY is the bond that 
unites employees and employers. Springing from the 
heart it appeals to the hearts of others. LOYALTY is 
the noblest word in our language and the noblest quality 
in man.” To Lincoln LOYALTY was kindness, forgive- 
ness, good intention. Thus he expressed-it, “with malice 
towards none, with charity for all, with firmness in the 

. Tight as God gives us to see the right,” 


“LOYALTY to your country or to your commanding 
officer, while essential to national life, is not the only 
LOYALTY or the most important. Faithfulness and 
truth, LOYALTY, in the affairs of every day life are as 
important to the existence and progress of human beings 
as fresh air and fresh water to the human body. 
LOYALTY in a man is like the strength of steel ina tall 
building, like the added power of the steel rod in rein- 
forced concrete. LOYALTY is the inspiration of ac- 
complishment. The best thing that one man can say of 
another is, ‘I know that I can trust him.’ Trust is based 
on LOYALTY.” 


“In this great game of life there are a few qualities 
that make.men worth while; give them the right to hope 
that there will be something better. COURAGE is 
LOYALTY. Putting aside fear and selfishness, in a good 
cause is worthy of men, and that is LOYALTY. Devo- 
tion to duty, sacrificing selfish, personal ambition, finding 
complete happiness in the job at hand, in devotion to our 
organization—that is LOYALTY.” 


“Standards of LOYALTY vary, as men’s individual 
status varies. But each man, true to his own self, is loyal. 
LOYALTY is in our hearts. We know when we obey its 
orders, we know when we disobey them. The disloyal 
man fools his disloyalty with shame. The loyal man finds 
in LOYALTY his reward, greater than profit. And well 
he may, for LOYALTY is true nobility. The loyal man 
ranks high in this world.” 


“There are little men and big men in our Publix 
organization, but where there is LOYALTY there is no 
discouraged man. Life is worth while so long as a man 
is true to himself, loyal to his better instincts, obedient to 
his conscience. Times may be good or bad, life may be 
hard or easy, but for the loyal man who knows that he is 
doing the best that he can do, there is no downcast heart. 


passengers possible. 


| .. “In three years of contact- 
s| ing Publix theatres, I have 
observed the need of every 
important post having an 
“understudy.”” By that I 
mean an emergency-man 
eapable of filling the shoes 
| of the man in the job higher 
up. Promotions come so 
fast that they are some 
|; times held up because there 
is no one ready to take the 
place of a man needed for 
higher responsibilities, 
~-MILTON FELD 
Div. Mgr., Publix Theatres 
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Salem Theatre, 
|| Mass., is getting a better aud 
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